et- 


l it. 
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Rough Proofs 


iss Clare Boothe has been 
given a Republican Congressional 
non ination in Connecticut, but how 
does the author of “The Women” 
expect to get elected in a district 
where they still vote? 


a, 


v v v 


Perhaps Miss Boothe is merely 
preparing to collect some inside 
stuff for a new play dealing with 
the mysterious goings-on in those 
Congressional cloak-rooms. 


, | F 


Bleed pages may be a war cas- 
ualty, Washington intimates. Pub- 
lications are expecied to fight and 
die for their country, but not bleed. 


v v v 


It takes 12,000 telephone calls to 
make a bomber, A. T. & T. reminds 
us. And wouldn’t it be wonderful 
if so many of them didn’t have to 
be variations of “Hurry up!” 


v v v 


“Invisible Greenbacks,” the recent 
Post opus, has been reprinted in- 
numerable times, dramatized on the 
radio and commented on by many 
editors. Now, to make it unani- 
mous, why not let Walt Disney 
translate it into a picture” 


~  F 


Gasoline rationing will be a hand- 


icap to the golf clubs, but think 
what it will do to the fellow who 
has been enjoying the delightful 


privilege of worrying 
about his handicap. 


exclusively 


- = © 


Why doesn’t someone tell Walter 
Winchell and the rest of the jour- 


nalistic infallibles that the correct 
way to spell “dietitian” is with two 


ts. 


. © 


ADVERTISING AGE thinks that when 
a Cleveland banker warns business 
men against stopping advertising, 
it’s a case of man biting dog. Pro- 
vided only the bank is willing to 
lend its own money for that im- 
portant purpose. 


v ’ v 


The American Federation of 
Musicians is spending its hard- 
earned dough trying to prove that 
Jimmy Petrillo is really a kind and | 
gentle soul. That’s right—all Jimmy 
wants is his pound of flesh. 


a 


An automotive tycoon says post- 
war planning is like trying to play 
a hand before the cards have been 
shuffled. Maybe, but it isn’t a bad 
idea to find out in advance how 
Many deuces are going to be wild. 


v v v 
Numerous healthy little offspring 
are now grouped around the ma- 
ternal knee of Parents’ Magazine. 
So far nobody has tried to apply 
birth control to magazine publish- 
ing 


. wv WF 


Burlesque addicts moaned when 
the ‘ights went out on West Forty- 
Second street, but they admit that 
Mic! ael Todd and Gypsy Rose Lee 
are siving them a pretty fair sub- 
Stity e. 


v v v 
_ Those indomitable St. Louis Card- 
Mals evidently know a lot about} 
'ypo aphy. In a few short weeks 
they 


hanged Brooklyn’s bums from 
to lower case. 


Copy Cus. 


LITTLE LORD BOWS 


“DON'T BE AN OLD POTATO, PLATO! Try something Lovvon } 
different! You'll never tire of Lord Londons. World's 
finest Maver... modern throat protection . 


no extra 
cost! Light « Lord London 


enjoy the difference!” SG 


In this sprightly cartoon copy, distin- 
guished by a headline which repeats the 
same sound (swim, Jim; mark, Clark; fool 
ya, Julia), Axton-Fisher Tobacco Co, in- 
troduces its new trade character, Little 
Lord London, for its new cigaret Lord 
London. (Story on Page 8.) 


Fuel Crisis Gives 
Spurt to Heating, 
Insulation Fields 


Advertisers Urged 
to Back Fuel Oil 


Rationing Program 


Washington, D. C., Sept. 17. 
Announcement this week of fuel oil 
rationing along the Eastern sea- 
board and in 13 Midwestern states 
guve impetus to the promotion of 
conversion to coal heating and to 
advertising in half a dozen building 


lines concerned with conservation 
of fuel. 

With deliveries rationed at ap- 
proximately 75 per cent of last 


year’s consumption and quotas to be 
based on “ideal” operation, rather 
than actual operation, efficient use 
of available fuel through proper 
maintenance and insulation became 
uppermost in importance to 
sumers. 
Many Lines to Benefit 
Lines of business expected to 
benefit from the curtailment, espe- 


con- 


cially in the Midwest, where few 
consumers expected the rationing 
order, include: 


Plumbing and heating industries, 
in the sale of conversion grates and 
in the servicing of existing heating 
plants and burners; 

Insulation manufacturers, roofing 
manufacturers and their dealers, 
carpenters and contractors in the 
mineral wool, fiberglass, gypsum 
and related insulation fields; 

Glass manufacturers and mill- 
work manufacturers, specializing in 
storm windows, and carpenters and 
building contractors handling in- 
stallation; 

(Continued on Page 48) 
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OPA Reshuffled 
Again; Horton 
Placed in Charge 


Wave of Resignations 
and Changes Follows 
Newest Move 


Washington, D. C., 
OPA’s 


Sept. 17. 


omnibus consumer division, 
which had harmonized alternately 
with the soprano reforms of the 


professional consumer movement 
and the baritone voice of appease- 
ment to business, adopted a new 
and as yet not-too-clearly defined 
role this week as the division went 
through one of the most extensive 
shake-ups in its short, but not ex- 
actly quiet, history 

Robert W. Horton, former news- 
paper correspondent and = former 
member of the staff of almost any 
war effort agency you care to men- 


tion, moved into the command of 
the consumer's division as OPA 
deputy administrator, while simul- 


taneously a number of top-ranking 
members of the staff moved out 

Mr. Horton takes over the role 
first assigned to Harriet Elliott and 
then given into the hands of Robert 
E. Sessions, formerly of TVA (who 
for the present will head up the 
educational branch of the division). 
Mr. Horton carries neither M. A. 
nor a Ph. D. after his name, but he 
does carry on his experience record 
the abbreviations for virtually every 
going and extinct agency that has 
participated in the war effort. First 
was the Maritime Commission, then 
the National Defense Advisory 
Council. Then the Office of Produc- 
tion Management, and the old Office 
of Price Administration and Civilian 
Supply, then the sprawling division 
of information of the Office for 
Emergency Management, which was 
absorbed into the Office of War In- 
formation when Elmer Davis was 
summoned to government duty. 


Eight Branches Now Three 


Charged, as has been the infor- 
mation director of every other ad- 
ministrative agency, with reducing 


overlapping publicity functions, Mr. 
Horton has shown favor to neither 
(Continued on Page 47) 


‘Only Essential Printing 


Newspapers Move 
fo Build Up Pile 
of Scrap Metal 


Drive Aimed at 
Solving No. | 
Production Problem 


New York, Sept. 17.—Full-page 
announcements in newspapers 
throughout the country this week- 
end will herald the advent of a 
spectacular mobilization of the 
nation’s daily and weekly newspa- 


pers in behalf of the most pressing 
problem facing the U. S. war pro- 
duction machine today—the short- 


age of scrap iron and steel 
Organized as the Newspapers’ 
United Scrap Drive, publishers will 
undertake the job of locating, col- 
lecting and building stockpiles in 
every hamlet and town and city in 
the land. Spurred on by the crying 
urgency of the situation—mills and 
foundries have less than a two-week 
supply on hand—the sponsors of the 
campaign have designated Sept. 28 


to Oct. 17 as the period of con- 
centrated action 

Perhaps the most © significant 
aspect of the forthcoming drive is 


the fact that advertising tie-ups or 
any suggestions of commercial gain 
are strictly The project is 
regarded by newspaper publishers 
as their opportunity to make a vital 
contribution to the successful 


taboo 


pros- 


ecution of the war, and it is this 
spirit which is sparking the cam- 
paign. 


A manual of suggestions prepared 
by the 16-man committee appointed 
by Walter M Dear, president, 
American Newspaper Publishers 
Association, has been distributed to 
participating papers, covering the 
organization and execution of the 
project 

“Serap collection, to be effective, 

(Continued on Page 52) 


Last Minute News Flashes 
Pepsi-Cola Test Fountain Outlets 


New York, Sept. 18. 


Pepsi-Cola Company is inaugurating a series of 


tests in several Eastern markets offering the beverage at soda fountains 


for the first time. 


me at the soda fountain, now,” 


thirst-quencher, now served at fountains 


down.” 


Washington, Sept. 18. 


Initial consumer 
hamton, N. Y., yesterday, offering a 10-ounce 


copy, of 925 lines, broke in Bing- 
glass for a nickel. “Meet 
copy invited “I’m your pet home 


So look me up and drink me 


Newell-Emmett Company is the agency 


Asks Stations to Name ‘War Managers’ 


William B. Lewis, chief of the radio bureau, 


OWI, today addressed an urgent message to broadcasting stations asking 


immediate appointment of a “war 
through whom all war messages, 
lations may be channeled 


program 
announcements, 


each 
programs 


manager” for station, 


and regu- 


Campana Adds New Show, on NBC 


Chicago, Sept. 18. 


for “Campana Serenade,” a 


Campana Sales Company has signed Dick Powell 
15-minute show with Matty Malneck’s or- 


chestra, to be heard over 54 NBC stations Saturday night from 7 to 7:15, 


EWT, starting Oct. 10 


This is in addition to the “First Nighter, ’ 


now 


heard Sunday nights on MBS. Aubrey, Moore & Wallace is the agency. 


Fire Underwriters’ Board Changes Agency 


New York, Sept. 18. 


Advertising of the National Board of Fire Under- 


writers has been placed with MacFarland, Aveyard & Co., Chicago, with 


A. B. Dicus serving as account 


executive. 


The board’s appropriation 


and schedule for the fiscal year will remain unchanged 


Trigee Named C & P Copy Chief 


New York, Sept. 18 
Cecil & Presbrey. 


— Larry Trigee has been appointed copy chief at 
For the past four years he has been with Ruthrauff 


& Ryan, and previously was with Charles Daniel Frey, Chicago. 


May Be Permitted’-—WPB 


Blunt Warnings of 
Manpower, Materials 
Shortages Given 


Des Moines, Ia., Sept. 17.—Bluntly 
declaring that the problems of sup- 
ply and manpower facing the pub- 
lishing and printing industries now 
“leaves no alternative—only essen- 
tial printing, and probably in the 
simplest forms, may soon be the 
watchword,” E. W. Palmer, deputy 
chief of the printing and publishing 
branch of the War Production 
Board, threw a bombshell into in- 
dustry circles here last night in an 
address before the Des Moines Club 
of Printing House Craftsmen. 

Painting a dark picture of labor 
and material shortages facing the 
printing and publishing industries, 
Mr. Palmer declared that every pos- 
sible saving of material, time and 
effort must be made; frills must be 
eliminated; manpower must be con- 
served; and material must be used 
with the greatest economy. Intense 
cooperation by the industry on these 
fronts may lessen the ultimate hard- 
ships for the industry, he implied, 
but he held out no hope that the 
necessary job could be done entirely 
through voluntary effort, and indi- 
cated that increasingly drastic con- 
trols over the production of printed 
material may be expected. He 
pointed to the possible necessity of 
eliminating “unessential” publica- 
tions, and warned against over-lav- 
ish use of color and bleed plates 


Essential—But! 


“Frequently,” he said, “the ques- 
tion is asked of us in Washington: 
‘Is the printing and publishing in- 
dustry rated as an essential indus- 
try’’ Our answer is uniformly the 
‘Yes, the printing and pub- 
lishing industry is an essential civil- 
ian industry’; but what happens to 
even essential civilian industry dur- 
ing an all-out struggle that means 
life or death to the entire nation and 
to every industry in that nation? 
The answer is quite simple and 
equally understandable; all industry 
that cannot readily be converted to 
direct war effort, must stand what- 
ever curtailments of materials, of 
manpower and of end-product pro- 
duction that are necessary to pro- 
vide the essential elements of war 
production so vital to victory.” 

Pointing out that the printing and 
publishing industry uses metals 
which are becoming more and more 
difficult to supply, Mr. Palmer con- 
tinued: 

“The major life-line of the print- 
ing and publishing industry is paper 
In 1941, America consumed over 20 
million tons of fiber in the form of 
paper and paper boards,’ 3 million 


Same: 


tons more than in 1940, 4 million 
more than in 1939, and comparing 
with a 1929 consumption of 13% 


million tons. ..‘*Now appear the war 
needs, and the first real impact on 
this industry of other factors inci- 
dental to the war program here and 
in Canada. A very considerable in- 
crease in the demand for nitrating 
pulps, the so-called ‘alpha pulps,’ 
has resulted from the steadily ad- 
vancing need for explosives. The top 
third of every hemlock tree now 
goes to the airplane plants, the sec- 
ond third is needed for building can- 
tonments, ships and other war es- 
sentials. Just within the past few 
weeks, Canada has shut off 50 per 
cent of the logs that formerly came 


over the border in the Puget Sound 


”” 
area. 


The 


incessant 


selective 
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' 
service, plus the demands of war 
plants, has made serious inroads on 
the manpower available for turning 
out lumber, timber and pulpwood, 
Mr. Palmer said, “and the end is not 
yet in sight; right at this moment 
there is an urgent demand for 60,000 
additional men in the states of Ore- 
gon and Washington alone, to man 
the augmented facilities of the ship- 
yards, airplane plants and munitions 
producers. Where are these men to 
come from? From only one source 

from the ranks of civilian indus- 
try, and the nearer to the area in 
which they are needed the better. . . 


Must Curtail Everything 


“Assuming that the printing and 
publishing industry, in the overall 
picture, develops a curtailment of 
manpower as the natural result of 
lowered production, there will still 
remain the formidable problem of 
obtaining paper as the basic ingredi- 
ent in the production of the printed | 
product, regardless of the type and | 
nature of that product; if concentra- | 
tion and curtailment forces itself on | 
the pulp and paper industry first, as | 
it now appears quite evident, the | 
first and incontrovertible impulse | 
will be instituted without action on | 
the part of the industry to suffer di- 
rectly as a result. 

“It isn’t a pleasant prospect, but 
candor requires the statement that 


the printing and publishing industry | 


is face-up to the necessity for cur- 
tailing its consumption of paper and 
board, and of effecting that curtail- 
ment right soon. The Printing and 
Publishing Branch, facing the prob- 
lem squarely, is convinced that the 
industry can stand today a curtail- 
ment in its paper and board tonnage 
back to the levels of 1940 or even of 
1939. A drop back from 20 million 
tons, as consumed in 1941, to the 17 
million tons of 1940, or the 16 mil- 
lion tons of 1939, should be possible 
and practicable with little or no re- 
sultant hardship to the industry as a 
whole. Such a curtailment should, 
naturally, and from the standpoint 
of practicability, be imposed on an 
overall basis, horizontally, with a 
careful weeding out of the obviously 
luxury or specialty products, that 
are desirable but not actually neces- 
sary during a strenuous war period, 
first. No group of War Production 
Board officials appreciates more ade- 
quately than do those in the branch 
representing this industry in Wash- 
ington, the serious difficulty of any 
attempted weeding out of the actu- 


ally non-essential printed products; | 
these men have been drawn from | 


the industry itself ... ; but theirs is 
the duty and you may depend upon 


be accomplished, in a_ thoroughly 
fair and unbiased manner.. . 


“Every printer and publisher, re- 
gardless of the type of publication or 
product involved, can and should 
start immediately to plan and insti- 
tute the utmost conservation and 
curtailment in the consumption of 
paper and of the many other ma- 
terials employed by this industry in 
the production of its endless variety 
of products. 

“Already, several of the magazine 
producers have felt the impeding 
hand of labor shortage in their own 
or their producers’ plants. One such 
publisher told us a few days ago 
that his firm had been obliged to re- 
design the type pages of one of its 
weekly publications in order to save 
the printing of an eight-page section 
per week; the saving in press-hours 
spelled the difference between meet- 
ing the deadline of publication each 
week, or missing it. They had found 
it possible, by changing the type face 
used, enlarging the type page, reduc- 
ing margins, omitting bleed-type il- 
lustrations, conserving every pica of 
blank space on a page, to increase 
the type content per page by 17 per 
cent. If one applies that ratio of 
conservation to a 64-page publica- 
tion, printed in eights, it immedi- 
ately offers the same content in a 56- 
page production formerly requiring 


|it being done, when and if it must | 64 pages. Paper weights are another 


means of saving tonnage; another 
publisher told us this week that he 


NASHVILLE 


Two Simple Statements 
of Vital Selling Facts 


to be. 


Southern Agriculturist 
is a solid, substantial, 
self respecting farmer. To- 
day he is much more self 
sustaining and much more 
prosperous than he used 


The 


SOUTHERN AGRICULTURIST 
is a monthly magazine, founded 
in 1869, edited solely to aid and 
entertain Farmers — and _ their 
families — whom the above de- 
scription fits. Today it has a new 
vitality, a greater strength which 
makes it a more potent adver- 
tising medium than ever before. 


2 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight... 


1. For complete co-operation by all 
Americans to win the war as soon 
as possible and to secure a perma- 
nent peace, 

2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
lic funds. 

3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 
4. To secure first-class educational 
opportunities for all rural youth. 
5. For rehabilitation of the country 
church. 


6. For widespread, profitable use of 
modern equipment, and the accelera- 
tion of rural electrification, 


7. For strong active organization of 
farmers, by farmers, for farmers to 
advance the interests of agriculture, 
and to promote better understand- 
ing and co-operation between agri- 
culture, industry and labor. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will inelude adequate medical ser- 
vice for everyone. 


Is read by 2 out of every 5S 
White Farm Families in the South 


Southern Agriculturist 


SAN FRANCISCO 


NEW YORK 


10. To promote the work of tax- 
supported agencies rendering ser- 
vices vital to agriculture, and to 
eliminate wasteful duplication of 
effort. 


11. For greater opportunities for 
deserving farmers to own homes 
and other farm property; for better 
rural housing and for fair long-term 
leasing agreements between land- 
lords and tenants, 


12. For an all-out aggressive pro- 
gram to give the farmer equal buy- 
ing power with other segments of 
national life, 


Brorurctar. O, Gomme” 


President and Publisher 


CHICAGO DETROIT 


had already changed his base weight | 


| downward by 10 per cent, and would 
go to further economies immedi- 
ately. 

“Advertising linage in newspa- 
pers of 52 major cities, measured by 
Media Records, showed a net loss for 
the first seven months of 1942 of 
7.4 per cent as compared with the 
same period in 1941. Magazine ad- 
vertising, which has registered a de- 
cline during the same months, is now 
reported to be showing an improve- 
ment; should this improvement con- 
tinue through the next few months, 
the magazine publishers will face 
the necessity for tonnage reduction 
in paper stocks without the economic 
curtailment already encountered by 
the newspapers. 

“Undoubtedly, the heaviest in- 
crease in advertising volume is re- 
flected by the business publications 
of the nation; Industrial Marketing 
for September carries a very inter- 
esting summary of the industrial, 
trade and class groups; in these 
groups the gain in August was 12.9 
per cent over August a year ago, and 
the average increase for the first 8 


months of 1942 was 6.6 per cent. The | 


business papers, with their increas- 
ing circulation and advertising lin- 
age, pose a question as to both num- 


ber of publications and essentiality, | 


in the face of any serious curtailment 
necessary; doubtless they will find 
ways to meet emergency rationing, 
when it comes. . . 

“‘Newspapers with pamphlet sup- 
plements and all magazine publish- 
ers should institute at once, without 
a moment’s delay, every possible 
study and effort to curtail to the ab- 
solute limit every ounce of stitching 
wire. Many, many a publication is 
still being bound with four or three, 
or even two staples that could in 
this emergency be stitched with no 
more than two, and frequently with 
but one staple. . . Frequently, past- 
ing can be resorted to in 8-page and 
sometimes in publications of more 


pages; inserts can be tipped, instead | 


of being stitched. Folder-type bro- 
chures and the like can often be sub- 
stituted for the common _ saddle- 
stitched variety. Ingeniousness, these 
days, is a distinct asset in the print- 
ing office, and will become increas- 
ingly more so as the days pass.” 


To Revise Zinc Order 


The new zine curtailment order, 
restricting use to 50 per cent of the 
1941 total for the industry, Mr. Pal- 
mer termed impractical, and _ re- 
ported that a plan is now being de- 
veloped whereby the industry will 
return its zine for redistillation and 
the entire industry credited for the 
total turned back, so that the in- 
dustry could get for engraving pur- 
poses virtually 100 per cent of the 
1941 consumption basis. “Even this 
arrangement does not insure a free- 
dom from further cuts in the supply 
line,” he warned. 

“The continuing, and increasing, 
shortage of copper and zinc to meet 
the requirements of the war indus- 
tries, forecasts a probable and im- 


mediate further curtailment in the | 


consumption of these metals in the 
engraving industries. Much con- 
cern has been evinced in conserva- 
tion quarters over the continued lav- 


ish use of multi-color illustrations in | 


supplements to newspapers, in 
comic strips and books, in magazines 
and books, and in the myriad of 
commercial printed products. Pub- 
lishers would do well to institute 
immediate curtailment of new uses 
of multi-color printing in publica- 
tions, particularly the employment 
of lavish bleed-type illustrations, 


— 


and the also extravagant expanse o 
‘color so. prevalent in magazines 
books and commercial advertisin» 
| today. 

“Unless there is immediate ; 
|generous conservation through 
the industry there can be but one 
| result; the copper and zinc needeg 
for the war industries must be had: 
|therefore the alternative to se. 
curtailment can be but one step oy 
the part of the War Product.) 
Board—a mandatory order restri °- 
|ing the employment of more thin 
one-color printing on a really dr: «- 
tic basis—it is a serious quest 
today, and it may well be too lat« 
effectuate sufficient curtailment 
a voluntary basis to preclude 
necessity for a controlling order | - 
ing issued rather promptly.” 


~ 


Vetoes Industry Promotion 


In closing, Mr. Palmer said t! 
his division “has been importun: 
on several occasions to express 
|attitude toward plans for stimula'- 
ing an increase in the volume of 
printing [a reference to project  d 
plans for an industry-wide car 
paign to encourage the use of prin’ - 
ing]. The position of this Branc \ 
is abundantly clear. In the face 
impending shortages of manpowe 
certain essential materiais anj 
probable transportation stringencie., 
it would be the height of folly t> 
undertake the promulgation of 
huge, nationwide program t 
‘boost’ printing sales, merely for th« 
purpose of creating printing. There 
can be no complaint against the 
sane and natural promotion of actu- 
ally necessary and really essentia! 
printing. . . 

“The current situation with re 
spect to the factors involved leave 
no alternative —only essentia! 
printing, and probably in the simp- 
lest forms, may soon be the watch- 
word. Certainly, printing merely to 
provide employment and_ possible 


nm bh oo 


| profit, cannot be casually accorded 


a rating of essentiality.” 


Distributors of 


Paper Licensed 
by OPA Officials 


Washington, D. C., Sept. 18.—The 
Office of Price Administration today 
announced establishment of uniform 
|licensing control over all distribu- 
|'tors of woodpulp, newsprint, kraft 
paper and other paper products. 

The measure will automatically 
become effective Sept. 24, licensing 
all distributors of paper and pape) 
products for which ceiling prices 
have been established by any of the 
following maximum price regula- 
tions: 

Woodpulp, No. 114; standard 
newsprint paper, No. 30; sanitary 
napkins, 140, and kraftwrappins 
and kraft bag papers, No. 182. 


Anti-Noise Poster Out 
War Production Drive headquar- 
ters of the War Production Board 
is distributing a special poster de- 
signed to be placed on doors or 
windows of homes where war work- 
ers are sleeping as a “quarantin: 
against noise. The poster, whi 
was produced in cooperation w!' 
the National Noise Abatemen' 
Council, is being distributed 
labor-management war product 
drive committees representing 0\ 
3,000,000 workers in 1,500 war 
dustries. It has also been mac 
available, without charge, to < 
authorities and civic organizati 
through local noise abatement c 
mittees affiliated with the Cou 
in more than 40 principal citi 
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1942 ADVERTISING AGE 


Study in Coverage 


The coverage of magazines... like that of umbrellas... varies con- 
siderably. When you want to cover the executive audience, Newsweek 
does the job most efficiently. Newswerk is the one magazine that is 
not too large—and not too small. It deserves the No. 1 spot on your 
media list. Newswerk has the /argest concentrated circulation among 
executives in business, industry and government of any magazine. 
With more than half a million circulation... it reaches more execu- 


tives pcr advertising dollar than any other publication.* 


Now zt’s 


“For instance, in the 113 counties with more than 


ewsweek 


50 million dollars annual industrial activity, 
NEWSWEEK offers more circulation per dollar in 
business and industry than any other magazine. 
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War Damage Copy 
Urged as Major 
Insurance Theme 


Advertisers to Put 
Added Pressure on 


Emergency Coverage 


New York, Sept. 16.—War dam- 
age coverage is destined for a fea- 
tured role in the’ forthcoming 


merchandising plans of leading in- 
surance companies, it was indicated 
here this week at the annual get- 
together of the Insurance Advertis- 
ing Conference. Members of the 
group have been in consultation 
with the War Damage Corporation, 
and the expectation is that details 
of a broad selling program will be 
revealed at next week’s convention 
of the National Association of 
Insurance Agents in Chicago. 

It was reported at this week’s 
meeting that the $106,000,000 in war 
damage premiums, representing 
$80,000,000,000 of insurance in force, 
which has thus far been collected, 
is considerably under preliminary 


estimates. The advertising execu- 
tives were informed that both the 
government and insurance industry 
feel that a large segment of the 
public is still not sufficiently ac- 
quainted with the availability of the 
coverage. 


Hits “Penny-Wise” Plans 


Robert E. Brown, Jr., casualty 
advertising manager of Aetna Life 
Affiliated Companies, retiring presi- 
dent, told the conference that the 
“penny-wise” attitude of some com- 
panies with respect to wartime 
advertising is one of the major 
problems facing insurance advertis- 
ing men. He urged that special 
promotion be undertaken to impress 
management with the need for sus- 
tuined advertising and _ for 
about current campaigns. 

Another slant on the attitude of 
top-ranking insurance executives 
toward advertising was furnished 
by Richard Manville, research direc- 
tor of Donahue & Coe, who pointed 
out that “tiny advertising budgets 
and unappreciated advertising man- 
agers” are byproducts of the failure 


facts 


to produce facts, not opinions, as 
to results. 
“It is ironical that’ insurance 


advertisers, masters of statistics, do 
not apparently keep records as to 
what is happening to their adver- 
tising dollar,” he said. 


Based on the experience of $30,- 


000,000 worth of checked response 
to all sorts of offers in all fields and 
all media, Mr. Manville offered a 
preview of a book soon to be pub- 
lished by Harper & Bros., in which 
he discloses seven basic principles 
governing all successful advertising. 


Offers Seven Principles 


“I didn’t invent these principles,” 
he observed. “They were always 
there. They uncovered themselves 
in a pattern of response to success- 
ful advertisements. They simply 
record, dollars and cents 
response, to what principles your 
customers and mine respond.” 

The seven points found in 
result-producing ads were outlined 
as follows: 

1. They are correctly geared to 
the right customer market, at the 
right time. 

2. They give the customer infor- 
mation or goods or service the con- 
sumer wants. 

3. They are relevant and attract 
attention in terms of the product. 

4. They are specific. 

5. They are believable. 

6. They offer satisfaction at 
minimum or little cost. 

7. And at little bother or 
on the part of the customer. 

Other things being equal, Mr. 
Manville said, advertisements in 


based on 


basic 


effort 


CRO SUBSTITUTE Cy $2 


ete  $OP 
Gee SP 


MFR. BUSY 
ON WAR 
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wIAL 


When a manufacturer's output is monop- 


olized by government agencies or war in- 


dustries 


wartime buyers are not customers. 


are merely buyers, 


in competitive bidding. 
thing about their business is that it will 
stop the instant war is over. 
the manufacturer's regular, peace-time eus- 
tomers are neglected. 


customer-relations problem, and it is to- 


day's problem. 


One of American Builder's important war- 


time jobs is to serve as a building industry 


“house organ. 


manufacturers’ regular peace-time 


customers 


maintains “permanent” circulation 


he should remember 


It helps 


stay in 


Ps 


Te 


REGULAR 
PEACE -TIME 
CUSTOMER 


these 
They 


utilizing specifications 


that 


The only sure 
Meanwhile, 


He has a serious 


sonal ealls by salesmen. 


It says. * 


tomer relations more effectively than per- 


The advertise- 


ment isn't called on to explain non-deliv- 
eries. with the ever-present possibility of 
an argument. It explains but doesn't argue. 
‘We're still thinking about you. 
We consider you our customer. We want 
your business. But first we have to help 
win the war. As soon as we have something 
to deliver you'll be the first to get it.” It 


keeps the fences mended, with the result 


that customers still are customers when the 


business. It 


among responsible and substantial 


representatives of the building in- 
dustry who will be there when the 


manufacturer can serve them again. 


In many ways 


advertising maintains wartime cus- 


{merican 


Builder 


CHICAGO, ILLINOIS 
105 W. Adams Street 


manufacturer is able to do business with 


them again. 


The World’s Greatest 
Building Paper 


AMERICAN 
~~BUILDER 


{ Simmons-Boardman Publication 


NEW YORK, N. Y. 
30 Church Street 


VIM WARDENS CAVORT ON COMIC PAGES 


By Frethoter's 


ALL SHE NEEDS | 
1S BREAD 
>) | with VIM 


. ae 


Ss Ne 2 Ly 
Vitamins weve vicor . Gaon wees ei000 . PAinerats were crowrn 


ITS PERFECT, 


a 


Freihofer Baking Co., Philadelphia, has launched a new campaign dramatizing the 
vitamin, iron and mineral content of its enriched bread, built around the ‘hree 
"Vim Wardens" previously featured in newspapers. The new copy appears on 


comic pages of Philadelphia dailies. 


Richard A. Foley Advertising Agency directs 


the account. 


any media which follow these prin- 
ciples will outpull comparable ads 
that lack one or more of the points. 

In dealing with direct mail, the 
speaker recommended this tech- 
nique: 

1. Picture 

2. Promise 
satisfaction). 

3. Prove 

4. Push 
for it. 

Mail order advertisers, like Frank 
Egner of McGraw-Hill Book Com- 
pany, who have kept keyed records 
of response for years, have found 
the following formula of great help 


(a benefit). 

(customer  benefit- 
what you say is true. 
toward action and ask 


in preparing their material, Mr. 
Manville said. 
1. Consumer self-interest head- 


line or running question. 

2. Enlargement of promise made 
in headline. 

3. Definition of product. 

4. Success story of satisfied cus- 
tomer. 

5. Testimonials or 
by authorities 

6. An extra 
feature. 


endorsements 


added attraction or 


7. Reassurance as to value for 
money. 
8. Urge to action plus either (a) 


promise of gain and/or (b) threat 
of loss 
9. Reiteration of running head- 


line appeal in a postscript 

George McMillan, secretary, 
Association of National Advertisers, 
discussed the impact of war on 
advertising and advertised products. 
He reviewed the background and 
activities of the Advertising Council, 
and commented on a number of 
WPB and OPA rulings affecting 
national merchandising. 

Charles E. Freeman, superinten- 
dent of business promotion, Spring- 
field Fire and Marine’ Insurance 
Company, was elected president of 
the Insurance Advertising Confer- 
ence. Harry G. Helm, Glens Falls 
Group, was named vice-president; 
and T. W. Budlong, Loyalty Group, 
secretary and treasurer. 


Woodworth Joins WCCO 


Harry Woodworth, radio director 
of the Minneapolis office of Erwin, 
Wasey & Co., has resigned to join 
the sales staff of WCCO, CBS outlet. 


Business Paper 
Readership Study 
Out for Duration 


New York, Sept. 17.—After mo 
than a year of discussion and pr 
liminary testing, the Advertisi: 
Research Foundation’s propose 
study of business paper readersh 
was written off as a war casual! 
this week and postponed for t 
curation. 

In announcing the decision, Alla 
Brown, Bakelite Corporation, w! 
was chairman of the specia] AR 
committee in charge of the projec! 
said that the difficulty in gainin 
access to plants for interviews, an 
rapid changes in personnel we 
1egarded as conditions that mig} 
prevent a true cross-section picture 

The foundation, in cooperatio: 
with the Associated Business Paper 
began consideration of the study ir 
1941 and conducted an_= experi 
mental survey in Rocheste1 
Although this test was too small t 
warrant any conclusions, it shed 
light on the technique that 
might be adopted for a broader in- 
vestigation and revealed that busi- 


some 


ness papers enjoyed high reader 
ship. 
Acting with Mr. Brown on the 


committee were M. A. W:lliamson 
McGraw-Hill Publishing Company 
Roger Wensley, G. M. Basford Com- 
pany; William A. Hart, E. 1. duPont 
de Nemours & Co.; and P. M. Fah- 
iendorf, Chilton Company. 


Halverstadt Appointed 
P & G Media Director 


Procter & Gamble Company ha: 
appointed Albert N. Halverstadt a 
director of media, a new position 
created by the soap manufacture: 

Mr. Halverstadt has handled fo 
a number of years the analysis and 
coordination of media recommenda 
tions of agencies placing P & G 
copy. 


Heineman Joins R & R 

Ralph Heineman, who former], 
headed his own agency in Chicago 
has joined Ruthrauff & Ryan, Inc 
as an account executive in its Ch 
cago office. 
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ms 


| Rople 


ee ae 


SO Nin 0 


nt | There is a large and important World are old stuff; we’ve known them since we 
War going on, but Hank Hurley still likes | wore diapers. We know the characters— 
to talk about the last one. He was a stable often better than our own relatives, which 
sergeant at Fort Sill. is something to be thankful for. We get 
o The world’s future waits on Libya, say = what’s going on, without communiques or 
“ the evening papers. When you get home, = expert commentators. 
the little woman is all agog about Mrs. So it’s no wonder that the Sunday comics 
Whoozis losing her last maid. are a good place for advertising. Readership 
The famous banker looked grim as he __ is an old habit, and a whole family habit. 
scanned the news on the trainthis morning. There is plenty of time on Sunday. 


mega 


| Coming into Grand Central he confided to And it’s less wonder—here comes the 

. a friend that those g— d gladioli he |= commercial!—that Metropolitan Group 
planted last Spring haven’t lived up to the — comic sections stack up as one of the best 

seed catalog by a damn sight. advertising media. The comics are the best, 


have the largest following. The papers are the 

Sheer trivia, say the deep thinkers. True best, with more than 12,000,000 circulation 
enough ... But that’s the way people are. __in the best markets where two-thirds of all 
Little things that happen to us are more retail sales are made . . . They have color. 
important than big events elsewhere. The The space unit is big. The cost is very low, 
knowledge we have on hand means more _for what your money buys. Youcan’t get lost, 
than the whole Public Library. overlooked, overshadowed or two-timed in 
People are funny... That’s why they like | Metropolitan Group sections... Learn more 
the funnies so much. The Sunday comics about these funnies—for your own profit! 


Metrop olitan Group 2 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express * Chicago Tribune * Cleveland Plain Dealer 

Des Moines Register ¢ Detroit News ¢ Detroit Free Press ¢ Milwaukee Journal * Minneapolis Tribune & Star Journal ¢« New York News 

" — York Herald Tribune * Philadelphia Inquirer * Pittsburgh Press * Providence Journal * Rochester Democrat & Chronicle * St. Louis Globe- Democrat 
- Louis Post-Dispatch * St. Paul Pioneer Press Springfield Union &@ Republican * Syracuse Post-Standard © Washington Star « Washington Post 


220 East 42d St., New York * Tribune Tower, Chicago » New Center Bldg., Detroit *« 155 Montgomery St., San Francisco 
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Clark Pledges 
Speedy Inquiry 
on Petrillo Ban 


Fly, Davis Protest 
Against AFM Rule 


Preventing Recordings 


Washington, D. C., Sept. 18.- 
Senatorial investigation of James C. 
Petrillo will begin “just as soon as 
the whee ‘ls of legislation will per- 
mit.’ 

This was the pledge today of Sen. 
D. Worth Clark, chairman of the 
special interstate commerce subcom- 
mittee charged with determining 
whether an _ investigation of the 
American Federation of Musicians’ 
president’s ban on recorded music 
is needed, after only two witnesses 
had testified. 

The witnesses were Elmer Davis, 
director of the Office of War Infor- 
mation, who testified yesterday, and 
Chairman James L. Fly of the Fed- 
eral Communications Commission, 
who today predicted that continua- 
tion of the ban would eventually 


eliminate 
half” of the broadcasting stations 
now serving the country. 

Sen. Clark, terming the recording 
ban as “obviously unfair and obvi- 
ously unmoral,” said after the hear- 
ing that he hoped to report his 
resolution calling for the Petrillo in- 
auiry to the full interstate com- 
merce committee and the Senate 
within a few days after Thurman 
Arnold, head of the anti-trust di- 
vision of the Department of Justice, 
testifies Monday. 

Mr. Arnold has been granted 
leave by the Attorney General to 
report on the legal obstacles to al- 
leviating the recording situation 
through the civil action brought 
against the A F of M in Chicago by 
the Justice Department. 

It was apparent in the first two 
days’ testimony and questioning 
that neither the anti-trust laws, nor 
the Federal Communications Act of 
1934, provided adequate legislative 
powers to end the recording ban. 

Chairman Fly, answering Sen. 
Clark’s questions after completing 
his prepared statement, said flatly, 


“I know we cannot cure the prob- | 


lem,” and expressing doubt that the 
civil action could be pressed in time 
to avert a serious crisis in broad- 
casting. 


After summarizing the reports of | 
jan exhaustive FCC 


questionnaire | be continued through 


from “one third to one|which dramatized factually the de- 


pendence of smaller radio stations 
on recorded music, Mr. Fly con- 
cluded, “Already these stations are 
confronted with a shortage of the 
skilled personnel and certain critical 
materials and items of equipment 
necessary for continued operation. 

“Advertising revenues, particu- 
larly local revenues, are likely to 
be on the decline. An _ industry 
struggling with these difficulties is 
now faced with the drying up of the 
source of over 40 per cent of its 
programs. This presents a really 
serious problem which not only 
must be solved, but must be solved 
quickly,” he said. 


Hlopes for Negotiations 


Hope that the Petrillo recording 
ban might still be settled by prompt 
negotiation rather than legislative 
action was voiced by Sen. Clark in 
his questioning Thursday of the first 
witness, Mr. Davis. 

After Mr. Davis had reviewed the 
history of the Petrillo controversy | 
and his own correspondence with | 
the union leader in a_ prepared | 
statement, Senator Clark | stated, 


“Unless Congress does something, 
{nothing can be done.” | 


Pointing out that the injunction 
suit brought by the Justice Depart- 
ment against the union ban might 
“interminable 


Pittsburgh. 


in Pittsburgh. 


greater portion of your prospects out in the cold? 


After all, it's not the dog's fault that he grew so large...he simply 
needs, shall we say, more effective coverage. And speaking of cover- 
age as it applies to the Pittsburgh Market . . . are you leaving the 


Unlike other large cities, the majority of the people in the Pittsburgh 
Market live and work in 144 suburbs that surround the ABC City of 


And in these 144 cities and towns, the Post-Gazette offers 50°/, greater 
coverage than either of the other two daily newspapers . . . while 
in the ABC City the Post-Gazette's circulation is the second largest 


Only through the Post-Gazette can you effectively cover both the 
city of Pittsburgh and its 144 surrounding suburban cities and towns 
» «+ the entire Pittsburgh Market. 


PITTSBURGH POST-GAZETTE 


Represented Nationally By Paul Block & Associates 


New York @ Chicago @ Philadelphia @ Detroit @ San Francisco @ Los Angeles @ Seattle 


delays, appeals and postponements,” 
Senator Clark continued, “If this 
resolution is reported to the full 
committee, and if the full committee 
reports it to the Senate, we can go 
right to the bottom and give Mr. 
Petrillo and other officials of his 
union and interested parties a 
chance to present their views, in the 
hope that the problem can_ be 
solved by voluntary agreement, or 
by legislation if necessary.” 

Mr. Davis, making no direct 
recommendations for legislative or 
other action, pointed out that his 
office was not concerned directly 
with the economic damage that 
would be done to hundreds of small 
stations, more than 150 of them in 
communities which have no AFM 
locals, but with the loss of radio 
audiences for government messages, 
as the stock of recorded popular 
music becomes depleted. 

The OWI chieftain also indicated 
|that Mr. Petrillo’s offer to make re- 
| cordings as directed by the Army 
actually was of little help, saying 

“What is needed is a free flow of 


'freshly-recorded music available | 


through normal and customary 
channels. 


'War Department has received rep- 
resentation from commanding offi- 
cers at various war zones calling at- 
tention to the fact that a cessation of | 


“IT am officially informed that the | 


Musicians Appeal 
to Public in 
Transcription Row 


New York, Sept. 17.—Displav a 
vertisements in New York ney 
papers, dealing with “The Plight 
the Professional Musician”  t} 
week saw the controversy 01 
transcriptions carried to the pul 
for the first time in this city. T 
555-line ads were sponsored 
Local 802, American Federation 
Musicians. 

Explaining why the musician 
“opposed to the uncontrolled d 
tribution of the records his talen 
create,” the AFM asserted that 
per cent of the music heard tod: 
in the U. S. and Canda is “canned 
Of 800 radio stations in the U. §S 
over 500 “do not employ one sing 
living musician,” the union a 
serted. “Hundreds of millions « 
dollars in advertising income 
received by these stations from th 
sale of ‘canned music’ to comme: 
cial programs. This huge total 
derived from the records which th: 
/professional musicians create.” 
The AFM also pointed to ‘$150, 
000, 000 annual revenue from ap 
| proximately 500,000 coin operate 
| juke boxes” as cutting into musi- 
cians’ income. 


this supply of recorded music (and | 


I quote from the letter of a com- 
manding general) ‘will jeopardize 
the complete morale and_ propa- 
ganda broadcast structure’ at com- 
bat zone points.” 

Views as Heavy Blow 

The OWI, said Mr. Davis, “has a 
direct and vital concern with the 
maintenance of the radio coverage 
in this country. It is one of the 
most important media for the con- 
veyance of war information in gen- 
eral to the people ... A _ policy 
which threatens the continued ex- 
istence of many of these stations is 
injurious to the national system of 
communication, and may seriously 
hamper the work, for which the 
office was established, of informing 
the people about the status and 
progress of the war effort and the 
war policies, activities and aims of 
this government.” 

The AFM at first agreed to the 
making of transcriptions which 
could be used only once by a station 
and then destroyed, Mr. Davis told 
the committee. But this exception 
to the ban was revoked ‘Sept. 3. 
Supplementary coverage of 
audiences by use of such transcrip- 
tions provides both entertainment 
and patriotic messages which the | 
government deems important, Mr. 
Davis said. 


Names Rickard & Co. 

Coast Metals, Inc., New York, has 
appointed Rickard & Co., New York, 
as its advertising agency. 


radio | 


Claims Union Backing 


James C. Petrillo, AFM president 
has been subjected to much unjust 
criticism, the ad said, proclaiming 
the Petrillo stand as “the expressed 
will of our entire membership.” 

Following the appearance of the 
union copy the National Associa- 
|tion of Broadcasters refuted many 
of the statements contained in the 
ad, denying that 500 out of 800 sta- 
tions employ not a single musician, 
and that “an average of only seven 
minutes of each 24 hours of radio 
time is given to ‘live’ music.” 

The NAB also denied an AFM 
contention that employment of mu- 
sicians in the radio field is decreas- 
ing. Musicians get about $15,000,- 
000 a year from services rendered 
in radio broadcasting, said NAB, 
“and this is the highest point which 
this income has ever reached.” 


Congress Cigars to 
Schwimmer & Scott 


Schwimmer & Scott, Chicago, ha 
been named to direct the advertis- 
ing of Congress Cigar Company, 
New York, maker of La _ Palina 
cigars. The agency will assume the 
| account on Oct. 1. 


- discussing prospective plans, 


|R J. Scott, account executive, said 
} that some 300 newspapers would b 
yn the media list, adding that th: 
rogram has not been completed 
| All radio used will be transcribed 
|spots, except in Detroit where T) 
| Tyson's sports review will be spon 
‘sored. 
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Axton-Fisher to 
Start Test Copy 
for ‘Lord Londons’ 


Stephano Bros. Begins 
Limited Test for 
‘New’ Rameses 


(Picture on 


Chicago, Sept. 17.—Axton-Fisher 
Tobacco Company, which earlier 
this year unveiled All-Americans, 
will begin conducting tests next 
week for a brand new cigaret, Lord 
London. 

Lord Londons will sell in the 
popular price bracket and are stan- 
dard size. Plans now established 
will have the cigaret tested in 
newspapers of Milwaukee’ and 
Madison, Wis., supplemented with 
outdoor promotion. 

Announcement copy, breaking in 
1,000-line space, will be followed by 
small space insertions utilizing car- 
toon technique. Announcement copy 
centers not only on introducing the 
cigaret, but also Little Lord London, 


Page 1) 


a cartoon trade character expected 
to identify the brand. 


Carries Cartoon Copy 


Little Lord London, periwigged 
and robed, will carry the burden of 
the small-space, three-times-weekly 
advertisements. The ads are fea- 
tured by a euphonious double-talk 
headline, strongly reminiscent of 
the headlines of Milton Caniff, 
creator of “Terry and the Pirates.” 

Thus Little Lord London guys the 
stodgy smokers who cling to “old 
fashioned” brands with “Don’t be 
an old fuddy-duddy, buddy,” “Get 
into the swim, Jim’; “Don’t be slow, 
Joe’, “Don’t be an easy mark, 
Clark.” 
| Pinned into the body of the intro- 
ductory copy is the “difference” 
| between Lord London and other 
|cigarets: “What’s more, Lord Lon- 
| dons 


give you modern protection 
against throat irritation . ..a bold 
ladvance in the scientific improve- 
ment of cigarets. They not only 
taste better, but they are safer, 
because their modern moisture-re- 


| taining agent does not produce the 
irritant, acrolein, usually present in 
cigaret smoke.” 

Talk about All-Americans, 
king-size, 24-to-a-pack cigaret in- 
troduced earlier, insists that the 
cigaret has enjoyed phenomenal 


the 


success in its tests, now winding up. | 


Florida was the key test state, and 
advertisements have been carried in 
West Virginia, Indiana and Ken- 
tucky. A campaign is said to be 
in the offing. 


Spuds in Weeklies 


Meantime, Axton-Fisher’s Spuds, 
a mentholated cigaret, has under- 
gone packaging changes, with strik- 
ing silver and gold packs adopted— 


silver for plain, gold for cork- 
tipped. First national advertising 
in some time for this brand will 


break in next week’s issue of Life. 
The copy will be a four-color full 
page and will also appear in the 
Oct. 3 issue of The Saturday Eve- 
ning Post and the Oct. 24 Collier’s. 

Axton-Fisher’s vigor in pushing 
new brands may be attributed to 
two things: one is that its former | 
best seller, Twenty Grand, lost sales 
sharply booming income per-| 
mitted former buyers to purchase | 
higher-priced cigarets; the second | 


as 


is that considerable new money |STEPHANO TESTS 
reportedly was brought into the | RAMESES REVIVAL 


firm, chiefly through Amadeo Gian- | 
nini, president and chairman of San | 
Francisco’s Bank of America and | 
Transamerica Corporation. 
1941 Profits, Sales Down | 

Last year’s earnings report for the | 
company was discouraging, reveal- | 


ut 


Your Measuring Stick on this Market! 


Income is on the increase in East Texas, North 
Louisiana and South Arkansas. Heavy military 
spending, more than 300 million dollars in war 
construction, better crop prospects plus normal 
spending from the world's richest oil and gas 
fields all spell greater opportunities for KWKH 
advertisers. Include KWKH on your "A" sched- 
ule. No other medium covers the area's 370,000 
radio families* so effectively. 


*CBS sets net daytime circulation at 313,000 radio homes: net nighttime at 425,000 
Member South Central Quality network 


Ask Branham Company for details 


| public is to a revival of a famous 


| Rameses, 


) announcements” 


| pages. 


ing that sales and profits had con- 
tinued to decline, despite the expe- 
dient of selling leaf tobacco. In 
his report, President Carl Robbins 
asserted that the trend away from 
10-cent cigarets—Twenty Grand has 
accounted for 75 per cent of Axton- 
Fisher sales in the past—was the 
deciding factor in the earnings slide. 
Twenty Grand has since _ blos- 
somed into a king-size cigaret and 
has been extensively tested and 
promoted on the West Coast. But 
evidence seems to indicate that the 
company expects to pull itself out of 
its boom-born doldrums by use of 
new brands, since it introduced a 
new tin-packed cigaret last year, 
Doublets, which since tin curtail- 
ments hit has had no promotion. 
The company has another brand, 
Fleetwoods, ready for a promotional 
launching through McCann-Erick- 
son, which also directs Twenty 
Grand advertising. Blackett-Sam- 
ple-Hummert handles both All- 
American and Lord London. 


| used last spring. 


——o 


EXTENDED COPY 


CHANGE TO SPLDS 
Aud Eoyey Rue Soothing Coolwass,’ 


{ 


CN T 
SPUD 
(Uf ide 
Axton-Fisher Tobacco Co. is employing 
four-color full pages in magazines fo: 
Spuds, featuring the gold and silver 
packs. Half-page, two-color ads were 


Blackett-Sample-Hum 
mert is the agency. 


Philadelphia, Sept. 17.—Stephano | 
Bros. this week unleashed a limited 
test to discover how receptive the 


old name in the cigaret business. 

In 200-line on six column space 
in all Philadelphia newspapers as 
well as the Camden Courier-Post, 
the company hailed “the new” 
which was described as 
“just a little better than a good 
cigaret.” The agency directing the 
campaign, Aitkin-Kynett Company, 
asserted that promotional plans 
after the test were uncertain. 

Nostalgic copy keynoted the test, 
with such remembrance text 
“You bet father remembers—back 
in the days when 1912 was gradu- 
ating and 1942 was yet unborn, 
Father’s biggest thrill in smoking 
was to buy a box of Rameses as his 
preliminary to stepping out in style, 
and now Rameses is_ here _ for 
this generation.”” Another Stephano 
product, Tipt cigarets, is getting pro- 
motion in the Chicago area, largely 
through transportation advertising. 


as 


‘Post-Dispatch’ Offers 
‘Spot Announcements’ 


The St. Louis Post-Dispatch, re- 
viving an old-time custom it once 
followed, has announced that “spot 
are being made 
available to advertisers. Rates for 
Page 1 of the main news section are 
$25 for a minimum of five lines, 
with correspondingly lower rates 
for specified and unspecified inside 


Ellis Names Directors 


Sherman K. Ellis & Co., New 
York, has named John F. Price, 
vice-president in charge of the Chi- 
cago office, and E. S. Pratt, vice- 
president in charge of media, as 
directors of the company. 


| of 


| ing 


OPA Issues New 
Order on Shipments 
of ‘Branded Sugars’ 


Washington, Sept. 18.—The OPA 
today specially exempted shipments 
“branded specialty sugars” by 
primary distributors from its re- 
vised distribution zoning plan, set 
up Wednesday to eliminate cross- 
hauling of the rationed commodity 
The OPA also ruled that wholesalers 
may ship over the zone lines to 
serve their regular customers. 

The zoning plan, instituted as an 
amendment to the sugar rationing 
regulations, authorizes the director 
of OPA’s food rationing division to 
establish and change the boundaries 
of marketing zones, and prohibits 


the movement of sugar from one 
zone to another. It also prohibits 
refiners from delivering sugar to 


primary distributors on orders call- 
for delivery more than three 
days after the order is placed. 
The new plan, more flexible than 
that established last spring, will 
permit Western beet sugar distrib- 
utors to ship into Eastern and Gul! 
zones in which acute shortages exist 


La Rosa to Campaign 


An Eastern newspaper campaign 
for La Rosa & Sons, New York, will 
begin Oct. 2 featuring La _ Rosa 
macaroni products. Weekly inser- 
tions are scheduled. Transportatior 


and radio advertising are als 
planned. M. H. Hackett, Inc., New 


York, is the agency. 
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- & OHMUE... the first thing that youth remembers, the last that 
Df © c - 
- FF age forgets . .. Home means food and warmth and solace... It 
y ; e Ps 
rs ; is the strong arm that holds us up after every other prop has failed; 
e | the citadel to which we flee when every other defense has fallen. 
in 4 
1g ‘ 
or , 
to 
es % 
its 3 
ne ATHER SUDDENLY the American people have found spend more time in the home. Make more use of the home. 
its 
= out something. They have rediscovered HOME. True, Find more pleasure in the home. 
- we have always prided ourselves as a country of home- But do not misunderstand. This tremendous mass move- 
an 4 
- builders and home-makers. Yet over the period of a single ment toward the home-way of living is not merely a rearrange- 
a : generation we increasingly became a nomadic civilization, a ment of daily routine. It is a re-birth of an ideal—the same 
: , ideal that sustained our forefathers in the hardship years 
restless race, a populace seeking new thrills. 
gn : : of the founding of the Republic. 
All Now the Hectic Era in America wanes. Now we are 


: ee Likewise we, too, shall be sustained in our hours of 
ior returning to the simplicities. 
anxiety by closer family ties and closer neighbor ties. Together 
And fewer of our stepping-out adolescents will spend : 
we shall learn the lessons of sacrifice and be strengthened by 
their evenings playing the roadhouse circuit. 
the example of common effort. 
And fewer of our grownups will strain to keep up with ; _ 
Yes, this great adventure is a spiritual adventure. Its 
the Joneses; they'll keep up with the needs of Victory instead. ; ; 
J coe * , impulses spring from the hearts of the people more than 


Aad Sewer of wp—young ot twill imagine we must from their intellects. And within millions of hearts there 


have so many material indulgences to give us happiness. arises a whispered gratitude which says: “Thank God we 


From this day on the folks of the U. S. A. are going to have this place! Even as we love it so shall we keep it!” 


America is fighting to preserve its home-way of life. Before you go to sleep tonight 
ask yourself this question: “Am I giving ENOUGH—am I doing ALL I can?” 


THE CHICAGO DAILY NEWS 


yr “Wy FOR 66 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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Admen’s Names on 
$75,000 Salary 
List for 1940 


Paley's $204,000 
Tops Field; Lee of 
D'Arcy Leads Agencies 


Washington, D. C., 
William S. Paley, 
Columbia Broadcasting System, 
topped all advertising men _ in 
salary and other compensation for 


Sept. 17.— 
president of the 


personal services by corporations in 
1940, according to the list of all in- 
dividuals paid over $75,000, which 
was made public today by Secre- 
tary of the Treasury Morgenthau. 
Mr. Paley’s total compensation for 
personal services during the year 


ending Dec. 31, 1940, was $204,- 
319.82. Edward Klauber, then ex- 
ecutive vice-president, and now 


chairman of the board of CBS, re- 
ceived $100,679.76 during the same 
period. 

A. L. Lee, D’Arcy Advertising 
Company, St. Louis, headed the list 
of advertising agency men, with a 
salary of $149,847 for the same 
calendar year, while John S. Mc- 
Carrens outranked other men in the 
newspaper publishing field, with a 
salary of $60,000 and other compen- 


sation of $110,102.30, for a total of 
$170,102.30 for the fiscal year end- 
ing May 31, 1941 from the Cleveland 
Plain Dealer. 


Other Admen Listed 


Other advertising agency, pub- 
lishing and broadcasting men re- 
ceiving more than $75,000 in sal- 
aries, bonuses, commissions and 
other compensation for the calendar 
year of 1940, or for fiscal years end- 
ing in 1941 include: 

Victor H. Hanson, publisher, 
Birmingham News and Age-Herald, 
$103,200. 

William Randolph Hearst, Hearst 
Consolidated Publications, $100,000. 

Frank F. Barham, Hearst Pub- 
lications, Inc., $80,000. 

Hill Blackett and J. G. Sample, 


Blackett - Sample - Hummert, each, 
$130,000; E. F. Hummert, $132,523; 
Mrs. A. S. Hummert, $80,146. 

Alfred B. Geiger, Chicago Roto- 
print Company, $83,026. 

Thomas E. Donnelley, R. R. Don- 
nelley & Sons Company, Chicago, 
$81,531; C. G. Littell, same com- 
pany, $145,724; H. P. Zimmerman, 
same company, $75,959. 

Don Francisco, at that time presi- 
dent of Lord & Thomas, $100,096; 
Sheldon R. Coons, then executive 
vice-president of Lord & Thomas, 
$106,446. 

J. J. Louis, Needham, Louis & 
Brorby, Chicago, $79,453. 

W. E. Macfarlane, business man- 
ager, Chicago Tribune, $94,406; L. H. 
Rose, circulation manager, Chicago 
Tribune, $117,904. 


“Wherever you find it 


you find a business man. .. well informed. 
That is one of the reasons why 


Business 


Week can offer 


more management-men per advertising dollar 


than any other general news magazine 
or general magazine of any kind.” 


Lee Anderson, president, Lee An- 
derson Advertising Company, De- 
troit (now out of business), $89,009 

Joseph Pulitzer, Pulitzer Pyub- 
lishing Company, St. Louis (S; 
Louis Post-Dispatch) , $145,228. 


New York Names 


Thomas H. Beck, Crowell-Collice, 
Publishing Company, $75,240. 

E. J. Churchill, Donahue & C 
Inc., $128,380. 

William C. Esty, 
Co., $100,000. 

Richard E. Berlin, Hearst Enter- 
prises, Inc., $114,855. 

George McManus, King Featur 
Syndicate, $102,558; R. L. Riple 
same organization, $118,451; Mu: 
Young, same organization, $110,552 

Philip W. Lennen, Lennen & Mi'- 
chell, Inc., $80,020. 

William B. Warner, McCall Co 
poration, $110,211. 

M. Annenberg, News Syndicat‘ 
Company, Inc. (New York Dai 
News), $111,013; F. M. Flynn, bus 
ness Manager, same company, $111 
013; R. C. Holliss, general manage 
same company, $111,013. 

Kenneth W. Payne, Reader’s D 
gest Association, $89,500; Albert | 
Cole, same company, $99,500.. 

Stanley Resor, J. Walter Thom, 
son Company, $81,000. 

H. G. Bull, Periodical Publisher 
Service Bureau, $87,268; O. L. Dy- 
mond, same company, $82,575; Wil 
liam Landry, same company, $85 


William Esty & 


466; L. E. Ory, same company, 
$103,188. 
F. J. Sensenbrenner, Kimberly- 


Clark Corporation, $75,735. 
Many Advertisers Shown 


In addition to these advertising and 
publishing names, the list contained 
the usual long lists of movie sta 
and producers, and many names in- 
timately associated with advertis- 
ing. Among these were R. W. Wood- 
ruff, Coca-Cola chairman, $108,783: 
Syma and Alfred Busiel of Lady 
Esther Company, each $96,000; F. A 
Countway, Lever Bros. Company, 
$438,778; K. T. Keller, Chrysle: 
Corporation, $100,700; B. E. Hutch- 
inson, Chrysler, $90,800; Fred M. 
Zeder, Chrysler, $85,250. 
| In the General Motors group were 
|such names as Marvin E. Coyle, 
| $219,123; Harlow H. Curtice, $173,- 
046; Richard H. Grant, $198,892; 
Harry J. Klingeer, $119,782; William 
S. Knudsen, $219,055; Alfred P 
Sloan, Jr., $200,500; and Charles F 
Wilson, $256,506. 

Others included Donald D. Davis, 
General Mills, Inc., $80,000; W. D 
Carmichael, Ben Carroll, B. F. Few, 
E. H. Thurston and G. W. Whitaker 
of Liggett & Myers, each $78,363 
E. H. Little, Colgate-Palmolive-Pee! 
Company, $131,463; Paul M. Hahn, 
American Tobacco, $251,849; George 
W. Hill, American Tobacco, $456,- 
415: George W. Hill, Jr., Charles F 
Neiley and Vincent Riggio, all of 
American Tobacco, $251,849 each: 
Thomas J. Watson, International 
Business Machines Corporation 
$546,294; S. Clay Williams, R. J 
Reynolds Tobacco Company, $100.- 
000; and W. E. Weiss and A. H. Die- 
bold of Sterling Products, $125,100 
each. 


e 
WANTED 


by Important Eastern Station 


PROMOTION 
MANAGER 


With research and sales 
promotion experience. 
Must be draft exempt. 
This is a great oppor- 
tunity! Write fully to 
BOX 380! 
ADVERTISING AGE 
NEW YORK CITY 
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Readership UP! 


Issue after issue through 1942 ... and all through every 


issue .. . the readership ratings of The American Magazine 


are up over last year—average 20% ahead! 
Article ratings are 23% ahead of last year, for both men 
and women. Some articles have had ratings upward of 70%. 
Fiction is notably ahead with women. Back-of-the-book 


features, short items and cartoons are at an all-time peak. 


o* p 
bed * = . . . * . 
i a More people are reading more in every issue, giving 
TLE 


this magazine more time and interest— and getting more out 


of it—because The American Magazine is planned, pointed 


and published to meet today’s needs and today’s mood... 


and means more to the people who mean the most to every 


advertiser! ... And advertising obviously gets a better break ¥ 


this year in the magazine that has no dead spots, no short-order 
sections, increased eye traflic and reading time all the way 


through! .. . Incidentally, circulation is up—now more than 


ic tee < 


2,400,000 copies! And advertising is up, too! . .. Get into 


(ur three 
concentra tier 


+ camps 


The American Magazine to get the most this major magazine 


has to give in these times! 


the American Magazine 


THE SERVICE or THE NATION 


The Crowell-Collier Publishing Co., 250 Park Avenue, New York City ... 720 Statler Office Building., Poston 
> General Motors Bldg., Detroit . . . 333.N. Michigan Ave., Chicago . . . 235 Montgomery St., San Francisco 


M indicates readership among men 


What 


shall we do with 


W indicates readership among women 


se = 


- _ ee memes? Ce enue 
GPA. oF ‘ memes SS Sst: 
: 


HM 


eae 
= 


Wi 


" 
ii: 
A 
| : 
+h ; iti rT 
\ st 


intent 


THE 


\AGMFICENTE 
oe an. NENG 


bs Re es aa : 4 y Sa ry Te be xe p , , ae . zl vf 7 ra hs. ‘. ”, sg B ‘ or, Sry Cee . “ae err ne e Recs ers 
ee 11 oe 
nn cnn ccc ccc ccm c cmc cmm mmc m cmc mc ccc cccccccc cc cc ccc cc ccc ccc eer eee ere er sss sss sess r 
x 2, } — 4 . ES 
' >» | 3 . aoe “hho 
| yun Xe DRAPT ' 
B\OURPLAGE EN | Tis te. ; 
4 . . ‘ ? ¥ - 
4 . me cog ’ 4 ace * 3 
\ pi re Ee nore = . aoe oe - = ’ \ »* : ‘ LY, 2 : \ 
. i ae consasiee = = - \ ae ‘ : : se — ee f; ‘ + how Pe 
| Sees} : 0 li is 
\ cee, S : aa ae: aaa 
| eae .— ? A tar. 
Fecha 23 ee g ae # ; a : 
So ‘ a 5 ola ; me | i 
a . ee 
| 1? _ ae aa 
f NM yy a 7 
\ : | 
| “ DETTE NS \ 
\ | I] 7 
i = arene ate BL fit NO eee ee 
; tae Mallywre . _— “et ae = 
} : sis fia ; L/ Pens e 
} “eal 5, Fe ~ 2 3 —s ere* . a+ 
| 1 2 = — ww, Be : soe ee® Nig ; 
= | a3 
| iH p, ies 44 ‘ , to x . Se : : 
' a Tae se «i “ ; ™ a . % aes 
| a a | 
11) ia Cal J ae ; 
eg 
ven \ ; . Phi 
1 | 1OW __ ine 
“4 eee al Rees = w 
d- iN { \ SSS Sos Seat . 
dy i ; \ \ \ no = Ay Od = \) | 
7 W NAD Sade *, Es a 
ee eee nk ee 
nm I | Ww sng Wr" i ee 
‘h- "J 11} ‘ \\ \} BAN % 
M. \\ \ ‘vt W E> <a? ; svn 
4 i Ant . neil a> bs .j ey 
‘le, q mes ll tag 2 : r t : 
3,- ———_— ~~ i 
2 | ee = Hy | Rene | 
a ae . 
ae ne oe . 0 ae _ , — > : A fa 
1 mi shal > \ \. gd ae © ae 
vis le A Saat eal 9 Gon mee eee 
an \ yf ae | ee | 
2: as 4. : Ta swe ee 
hn, § Why #y ' s aor ot 
rge a ‘7 : . 
6. fat ae a 
: F i at eg - 
ynal - - = = = = ¢ Sessa é : 
“J Esees rats Te Sa 
UU, - e greener? tras ‘os == 2m x : 3 
die- *. So ae a ; 
and - Gee \\\? ae - 
\ \\ \\ P gn: -_—_ vee 
= Sp i / J 
— be nt mel } 
i. a. | mn be — , \ esi ‘ey “ f ; i ‘ 
em - 41 -m Vb ) , \ \ » a 8 anger wae 
| rua . & y : a. é ; ‘= ial 
, «K i uN —— lll Be 
! ’ ‘ : ne an ott a a ¢ ; ee 
a, | \\\ ] ——-— iia sae 
arr tai x ; \ Tre Oe : _ Bi i _ a 4 eet 
; ' \ \ : ot eo oh, V2 ee. 
== or \@ NS m ={ v1 a <: a eo bie 
Ss ata & . 2 ae - a 
| See F AR COWES W. a - 
. ay ; QN t- yee -< “<eh o——— Pes 
= | ot ¢=25 | “ee Sees ee 
Rees. 2\ 0) wot = : 9 ioe 
2 mH = = = . Se a i 
mo = SS: pore A ESs= 4 mee TA ie 
eae ‘ , Seer se . : TS Ae he 
Saez ‘ a\\\ . setae rs ¢ — i ee pes S&S Fux ™: No ag : 
see 110 LAs i Seeeese 2 Sopra WES SSB Pan Weg 72. hs te , 
Saas ee a See = eee He se ee | ey ry “ie 
Sa ¥ get oes i eee F Ye Sas SSS —_— =e | Ee 
— == | wee 151) Seas A\ S=SrSeeee eee ns DrRES’ no 
—= “Sevees G —_ \ — = by PA 
4 eee || 2 ete 
| ee See ee ee 3 
ip fot ee Ae po Myst i i Se a” nae SR aie eee ae 5. aa “ Sa ee ad = eae ig. Gye ae “th te ” eS ee Or cuney 


ie 


dale. 2 SEY eS 


ES Sate a ee et ee iy ‘ * 


ADVERTISING AGE 


September 21, 1942 


dvertising A 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1942, 


by Advertising Publications, Inc. 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St... 


Washington Editorial Office, 1226 National Press Bldg... . 


....Tel. Del. 1337 
Tel. BRyant 9-6432 
Tel. REpublic 7659 


G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial. Dopertment 


S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Executive Editor; HAL BURNETT, 


Washington Editor; JOHN B. MILLER, 


Managing Editor; MURRAY E. CRAIN, 


FRANK HICKS, RALPH O. McGRAW, E. C. HALL, RAYMOND H. STOKES and 
JOHN CRICHTON, Associate Editors 


Correspondents in All Principal Cities 


Advertising Department 
Charles B. Groomes, Advertising Director 
NEW YORK: E. F. Thayer, Eastern Advertising Manager; Cari Doty, Eric Tomsett. 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. Johnson. 
Simpson-Reilly, Ltd., Russ Bldg., 
Simpson-Reilly, Ltd., Garfield Bldg., Walter S. Reilly, Manager. 


CISCO: 


SAN FRAN- 


Max Hunter, Manager. LOS ANGELES: 


MEMBER 


Audit Bureau of Circulations, Associated 


Business Papers, Inc., National Publishers | 
Cheers, Not Bronx 


Association, Advertising Federation of America 


Vol. 13, No. 38 


September 21, 1942 


10 Cents a Copy, $2 o Yeor 


What's in a Name? 


The 
published an intriguing little book- 
let called “What's in a Name?” In- 
tended for general distribution, it 
supplies information regarding the 
significance of 700 masculine 
and feminine names, thus enabling 
those who have wondered about the 
origin of their appellations, 
without having taken the trouble to 
consult a reference library or en- 
cyclopedia, to understand their de- 
rivations and meanings. 

The purpose of the booklet, of 
course, is to impress upon the pub- 
lic the importance of the trade 
names which are just as familiar to 
American consumers as “Emily” or 
“Philip” or “Bertha” are as per- 
sonal descriptives. These names 
carry not only the identifying marks 
of products, but implicit in them is 
the promise of quality and service 
inherent in the successful 
ence of generations of users. 

Many of these names will remain 
familiar to the public during war 
time, some because of the fact that 
the products they identify will con- 
tinue to be in constant use, even 
though replacements may not be 
available for time to come, 


over 


own 


experi- 


some 


Ethyl Corporation has just|and others because they are being 


presented to the public regularly 


through advertising which reminds 


present and potential users that 
they are still alive and that the 
products they represent will some 


day be available again for the sat- 
isfaction of human wants and needs. 

Advertising of this kind is impor- 
tant to the owners of these names, 
but it seems to us that it is equally 
important to the country. No mat- 
ter what happens to inventories in 
stores, or to production figures, or 
to limitations on sales, the names 
themselves represent to the Ameri- 
can family the things which they 
like, appreciate and use, and which 
together make up an expression of 
our way of life. 

Thus reminding the public of the 
great names identifying products 
which combine to spell happy and 
comfortable homes is likewise a re- 
minder of some of the things our 
boys in the armed forces are fight- 
ing for—things which though indi- 
vidually unimportant are the prod- 
uct of our ideals, our skills and our 
institutions. Those are 
important to the nation to allow 
them to be forgotten. 


names too 


‘Goods and Services’ 


In all the discussions of control- 
ling inflation by limiting prices and 
wages—an objective which at last 
seems likely to be realized com- 
pletely rather than piece-meal—the 
problem is stated as the difference 
between income and the 
goods and services available to ab- 
sorb it. 
tation on the volume of goods which 
can be and distrib- 
uted without interfering with neces- 
sary production for war, but there 
is much upon the 
services which may still be enjoyed 
by consumers. 

For one thing it 
much of the 
the American people has been going 
into and debt payments. 
Not only are war bonds being 
bought at the rate of nearly a bil- 
lion dollars a month, but savings 
are being made through increases in 
bank accounts, in the purchase of 
life insurance, through payments 
into building and loan associations 
and in many other similar ways, as 
well as through reduction of all 
debts. e 

Services require man and woman 
power, of course, and the induction 
of millions into the military and 
naval reduces the 


national 


There is a necessary limi- 


manufactured 


less limitation 


is evident that 


increased income of 


savings 


forces 


number 


who can still supply various types 
of service which the public desires. 
But the amusement industries, for 
example, are increasing their vol- 
ume because entertainment has be- 
come a primary need of a nation at 
war, and because increased attend- 
ance at the baseball 
games does not involve a great ad- 
dition to the number of people em- 
ployed in this field 

Professional 


movies or 


services are being 
depleted by the need of the Army 
and Navy for doctors, dentists and 
nurses, but increased emphasis now 
being placed on all phases of public 
health means that better use will be 


made of the services of professional 


|men and women and of the hospi- 


tals and clinics whose facilities are 
so important to the maintenance of 
the physical well-being of the na- 
tion. 

Besides absorbing national income 
which might otherwise represent in- 
flationary possibilities, many types 
of financial, amusement and per- 
sonal services obviously represent 
merchandising and advertising op- 
portunities which should be taken 
advantage of. They represent nor- 
mal and desirable outlets for sur- 
plus purchasing power, besides help- 
ing to keep the speeding economic 
machine in balance. 
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This Week Magazine. 


“Not so fast there, Slattery! During March | got these jelly beans 
ten-for-a-penny!"’ 


Ad-libbing 


One of the pleasant duties your 
correspondent has put off for too 
long is that of emitting a long, loud 
cheer—definitely not of the Bronx 
variety—to the Broadcasters Victory 
Council for its weekly bulletins to 
broadcasters. These are the best- 
written bulletins any organization 
has ever sent out, in our opinion. 
We've been reading them week after 
week, wondering how long it would 
take for the brightness and the 
sparkle to fade out. But it hasn’t. 
They're chummy and cheerful and 
magnificently done, but don’t get the 
idea that they are issued just to 
serve as writing exercise. They 
supply the point of contact between 
official Washington and the broad- 


casting industry, and pass along 
requests for announcements, sug- 
gestions for tie-ups with patriotic 


efforts, explanations 
problems, etc. What makes them 
different is that, although they’re 
intensely important and practical, 
they're also fun to read. You get 
the point, and you get it quickly, 
and very often with a chuckle that 
makes it stick. 


of censorship 


Sugar, But Not Sweet 

For years there has been a con- 
siderable amount of hullabaloo 
about sugar being kicked around as 
a political football, and for at least 
an equal number of years editors 
have been handed reams of articles 
by what a breast-beating reformer 
might call “the sugar interests.” 
Now, Ad-Libbing knows nothing 
whatever about sugar in a business 
sense, would not attempt to explain 
the currents and_ cross-currents 
which beset the industry, and cer- 
tainly would not feel the slightest 
ability to decide which is the right 
or wrong course for the government 
or private industry to pursue. But, 
from the standpoint of the mer- 
chandising man, it has seemed that, 
generally speaking, the public rela- 
tions activities of the sugar industry 
are a decade or two behind the 
times. Statements and  counter- 
statements are frequent enough, but 
all Mr. Public gleans from them is a 
bewildering sense of confusion, and 
no opinion at all on the rights or 
the wrongs of the matter. And yet 
none of those interested in the busi- 
ness ever seems to get around to the 


use of consistent, intelligent adver- | 


tising to present a straightforward, 
factual, understandable story to the 
people. 


Jottings 

W. E. Holler, general sales man- 
ager of Chevrolet, has just pub- 
lished a tribute to America’s auto- 
mobile dealers in which he tags 
them as “the super salesmen of 
yesterday, the victory service men 
of today and the reconstruction men 
of tomorrow.” But most of them 
would probably trade the accolades 


for the opportunity to sell a few 
automobiles. .. . 
Which reminds us that General 


Motors is currently exhibiting more 
than 1,000 war posters from many 
lands in the block-long corridor of 


Piet ee el 


its building in Detroit. In addition, 
there are Spanish-American War 
posters, more than 100 U. S., English 
and Russian posters from World 
War I, and a representative selec- 
tion of posters being used in Gen- 


eral Motors’ and other plants... . 
Something new under the sun: 
the Minneapolis Star Journal and 


Tribune now prints a religious fea- 
ture on its sports page twice a week. 
Entitled “What’s Your Score?” the 
two-column feature, edited by a 
local divine, appeals to sportsmen 
to give some thought to their church 
before going off to devote their 
Sundays to golf, hunting, fishing 
or other sports... . 

Gentlemen farmers can expect a 
great deal of assistance from Your 
Farm, new digest style of publica- 
tion “for the city farm owner” 
which has just made its appearance 
on newsstands. It’s published at 
919 N. Michigan avenue, Chicago, 
by James A. Rice, and it’s the only 
farm magazine your columnist 
knows about which is 
written for absentee owners. 

Intriguing 2-inch display copy in 
the Chicago Daily News: “SHORT 
BLACKOUT. Factory closed by 
lack of raw materials offers to any 
enterprise performing a useful func- 
tion: One late model ex-proprietor, 
tested mettle construction; pressure 
molded and tempered, and polished 
‘o a J. D. degree; 30 years old, de 
pendable and capable of high capac- 
cy. 

Station KWBW of Hutchinson, 
Kan., now runs a special announce- 
ment each day offering a $50 war 
bond for information leading to the 
“arrest and conviction of enemies of 
the United States engaged in sub- 
versive activities and sabotage.” The 
announcement has received the full 
sanction of the local police depart- 


ment and city council, and has 
created much favorable comment 
among listeners. . . 

Another booklet that we think 


deserves a good pat on the back is 
“If Bombs Should Fall,” produced 
by the San Francisco Examiner to 
acquaint employes of the newspaper 
with the provisions made for their 
protection in case of an enemy at- 
tack, and as a tribute to the mem- 
bers of the staff who are serving as 
volunteer air raid wardens, fire 
fighters, etc., within the premises. 
The booklet does a fine job of show- 
ing air raid shelters and other pre- 


cautions which have been taken, 
and includes a number of. testi- 
monials from authorities comment- 
ing on the exceptionally complete 
defense measures of the news- 
paper... 

L. M. Griswold, Sacramento 


agency head, sends us a clipping of 
a large-size newspaper advertise- 
ment for Grant Union High School 
and Junior College, which he says 
is an active advertiser. Among 
other things, Mr. Griswold says the 
school built a swimming pool which 
is open to the public, and it uses 
quite a schedule in the local papers 
during warm weather to drum up 
extra patronage 


specifically | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national! 
advertiser or advertising agency 
executive writing on his busines 
letterhead. 


No. 2046. Weekly Magazine Read 
ing in the U. S. Armed Forces. 
Life has issued this report, whic! 
is a separate study from its Con- 
|tinuing Study of Magazine Audi- 
|ences, though directed by the sam: 
| group. Figures on the reading ot 
the four national weeklies are based 
|/on 2,399 interviews in 26 different 
areas adjacent to Army camps, 
| Army and Navy air fields and bases, 
| and Navy yards in continental U. S 
|A tabulated breakdown shows pe: 
‘cent of readership by branch o! 
|} service and rank. 


No. 2047. The Kansas Radio Audi- 
ence of 1942. 

This study is the sixth consecu- 
tive one ina series of annual report: 
on listening habits and station pref- 
erences of the people of Kansas. 
Directed by H. B. Summers, of Kan- 
sas State College, and F. L. Whan, 
of the University of Wichita, the 
study contains new information on 
the popularity of individual pro- 
grams and _ stations at particular 
hours and new facts about the mar- 
ket, such as radio ownership, con- 
dition of auto tires, plans for im- 
provements on farms and so on 
The survey is available from Radio 
Station WIBW. 

No. 2048. 
tion. 

Radio Station WFEA, Manchester, 
has issued this folder, which pro- 
vides a map of New Hampshire 
coverage and a tabulation of de- 
tailed market data. 


No. 2004. How One Business Went 
to War. 

Here is an interesting booklet, 
which shows how the management 
men of one company evaluated the 
approaching problem of conversion 
to war production, early in 1941 
guessed what might happen to 
many peacetime products, and 
what was done about it. Issued by 
Business Week, the booklet tells the 
story with illustrations of the com- 
pany’s advertising, and encloses a 
smaller booklet, giving the entire 
plan in detail. 


No. 1999. Profits 
Advertising. 
Popular Mechanics Magazine has 
issued this 24-page booklet covering 
the subject of classified advertising 
It contains advice on what to offer, 
how to prepare the advertisement 


The Granite State Sta- 


from Classified 


and selection of profitable media. 

along with other helps for the 

direct seller. 

No. 2019. What of Business 
Total War?—A_ Lesson fro’ 
Britain. 

The Christian Science Monitor 


has issued this collection of typ! 


British advertising placed in t 
newspaper during the period of 
England’s heaviest air raids—I 
cember, 1940, and January, 19%! 
The story running through te 


brochure includes a news sequence 
of the period, analyzes the attituce 
of the British people and points © u! 
the lessons to be learned from Br't- 
ish business as an example of sur- 
vival in rapidly changing war con- 
ditions. 


No. 1986. “Know How” Advertio"g9 
is Helping to Win the War 

McGraw-Hill Publishing C o™- 
pany has issued this folder, w’ ich 
cites the importance to the 
effort of useful copy, such as at 
which shows both industry and ‘ne 
consumer how to protect and ©°n- 
serve materials and equipment. Th 
folder contains charts of advert's- 
ing trends and of the volum 
advertising in 33 leading pub 'c@- 
} tions in 1941. 
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Have you ever heard Mary Astor do a commercial ? 


ARY ASTOR is Mistress of Ceremonies of “Holly- 
M wood Showcase.” Academy Award winner in 
1941. star of Warners’ “The Maltese Falcon” and 
“Across the Pacific” and of “Palm Beach Story” 
soon to be released by Paramount. she has just 
been signed to a 52-week contract by MGM. 

Every Monday night this gracious and charm- 
ing personality steps before a Columbia Pacific 
microphone in Hollywood to do one of the things 
she most loves— give some relatively unknown 


beginners a helping boost toward radio or motion 


picture fame and success. 


If not, listen mister, listen! 


For her program, “Hollywood Showcase”, is 
just that—a showcase of Hollywood's newest and 
most promising professional talent. 

Under her skilful handling Columbia-produced 
“Hollywood Showease™ has steadily climbed to 
16th place in popularity among all the 73 evening 
programs broadcast on the four Western networks. 

But until you've heard Mary Astor give her own 
commercials you just haven't heard commercial 
radio. Her rich. mellow voice—her simple. plaus- 
ible style—combine in a selling technique that is 
close to sensational. 

Here is a complete package —a selling person- 
ality in the right program on the right network — 


with a large and responsive audience already 


built — all — 
ve or PACIFIC COAST HOOPERATING (June.su0y) 


32% ahead of the average 
rating for all evening pro- 
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COLUMBIA PACIFIC. NETWORK 
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A BROADCASTING SYSTEM 


Palace Hotel, San Franciseo — Columbia Sq.. Los Angeles. Represented by Radio Sales: New York, Chicago, St. Louis, Charlotte 
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No other Magazi 
Match True Sto 


WAGE EARNERS GET 69 


out of every dollar spent to win the 


MARY, WE'VE GOT TO CUT 
DOWN ALL ALONG THE LINE... 
WITH TAXES AND RISING COSTS OF 
LIVING WE JUST CANT AFFORD 
THE THINGS WE 
USED To! 


war. They are today’s, and tomor- 


ae A row’s, most profitable market. " + | 


JANE, WHY DONT YOU AND He 
THE CHILDREN GO DOWN TOMORROW Tim 
AND GET SOME NEW CLOTHES... A 

AND ALSO TAKE A LOOK mk. 

AT A NEW DINING c. 
=~ ROOM SET! 


” 1 we . v - 
bythe Sage Ty uh. be sae 


You Won’t Find True Story 


except in rare cases, in tax-cramped, white collar homes 


You Will Find True Story 


in homes like this... homes of Wage Earners whose incomes 
like this. True Story doesn’t talk their language. ‘These are are up 13% across the nation. Today, they are forming ne» 


the families whose buying power is off...who are having buying habits...reach them now through the one major 


Pee ce : . aa 
ae 
a 
“is tig 


to curtail their expenditures more than ever! magazine aimed directly for them—True Story! 


re 
+ = pe 
(ee Bee. is 
‘ : & 
ia — 
4 Me 
He 
ee 
aa: i 
a : Pity Bac eo a , : 
“oe a —" as 
= 2 ny, 
; be ; 
a a Soe r 
Ta Bsa ie Le “ ' a. 
fel : ; r . m 
bg Sar: 


eh a x * 7 an a Pe eer Y ‘ ; a . a , Ae ‘ peo cee“ : - ib __ 4] Ps Se ge ‘ big poe : Ce ae E ben a*. : Ar ~ oe rs ; ‘ph Pate : f 3 - et b aes mp a Pine es a: 
Be TY gy Me es Ce ae On ee nn Ns = ee aie ee Re a pe (aa ee ee ee Oe ERC OES, hc eT ey ne aka nt Ope ; 


Lapierre gat 9 ae iyi yuytct * ‘s gory Pes *: 1 : i ai hee “s - be i" ee te a gee rit Ae oe ie a P aihepi ew 
oe 
ek: 3 
ate, 
3 
‘f ; 
‘2. hae 

: 
re 
ie as 

= % 

aor 

7 he 
a 

oy 

: e cael 4 pe Pe Spe Pee. leas ame a ; : _ a Tt - | . : i os a { 
rf i a Z oo , E ” ie $ .s 
A a | , . | | 
ae 4 4 ib - " 
am a ee : J ero - : | 
é 7 
“4 a ' eR a et ea % ‘as 4 . + : 

- + a athe _ _ ae ‘ aaa =e ; _ 4 sg ‘a BS - : H 
te ‘wa . 4 = (Ob | 
a ae: : i ; < a < i } 

, a eat ; a 7 ¢ fe ae res 2 : : per id ; ae bie —_ : 8 a * E 7 + _?} ie 4 

CD ae me ~? ae ioe : fe a ™ | 

. 2 if a Sean Bry 
As See ey s aii band , ' <i a 
ie Bes c s f ? ry / %, y . oi = a : ; Bs =, 

aad pe = es ri ong ; - sie *. — ae i ae 2 ' <a i : i eres a oy, C. i 

a. ae 7 y nn : ie ; Bic cn - i eee . s glad 4 ; 

a = i . & ~ 4 7 ; re i - 4 F eo —". ZZ, i. E atl 7 : ; - i . ° ” fs im 
ee a oy ~ PF ’ > se eo ‘ at = oe et : . ‘ a : i i ae q 
a ®e ' Se ; ei = , rin a al F : tM #23 : 
ah ee  & ae aco =e a a eel ’ i ‘ he, - a ets 

ae * 2 ai pea, c.  ¥ a - “1 a er “ J 4 ~ “ - ia ee at, a fl of F é a 

rk 4 a Se \ a | oo i.e a ane: * \ toi 

: : <a & “pa oheans ere ee SS ‘ ‘Ss : * “ ee { fs | ty Lathes fe 
a ‘ _ . ‘i ee he ae | 
ge ' ao. AM a ’ | d % : ’ th Tae 

Le ; By. a t r PP oa Ea \. ; / tT 

j = F — ae , . 3 \ rit 

* ‘ : La ea 5 4 , & ; ae - Deed ~ A &f, - pe ~ - y + | Se » % q ~~ # : 

: a 7 : os & : ; a ih - aie ; a “ i “ ba ae » a: 8 ; ¢¢ oes ’ 

— i i ae a} ~_ aa a . = » a. we a 
F sae. * a 5 mm — ae : * ty ee ¢ ae ~ ; AG ak : 

a a ¥ - ‘fd +k& . = ? ig | 
2 : i y , 4 ' a. : . —" 
j ) .. 7 _ Bes 4 — <> _ : —_ as ¢ ey 
; ! Ls rigs Pale t+ aes ae Fry | 
sg : Benen ’ i ; * P * oA a ‘. ’ ~~ on * nt 3 SS 

“ i . ; - . BS. a vA " - F - . i < * 
i - fF ) P : ‘ ay : Pits f1" RES > ee — .. 
“os Ay — - : , , : a4 , ; — a ; _ = _== = _—_ > = 
: es. 7 3.35 a 
i a “ 4 2 2 i See * , ~& ' 

aad Ma aa fi > Waa, - ) ~ eect Sh eh 

¥ a indlis as Aca ceees 
v z on : 4 — o> ~ - . 

: a = v & — f oo thee 

a a — o* oe Stitt 
x P 
: ~~ 
- 
“al By \) 
E ARNER 
= ; * 
ee... Jae ot ee a 
a ‘com ‘aie ae 
ms ‘i = Page 
a » te 
stalite hl cu ae a 
sh * 
tert > ¥ * 2 ° 
Boe. =the : ! loa" el! ‘ : el : d Ne : eon rw oy. ae ST AN i: See MEARE 8 
4 ee a2 Ric 


September 21, 1942 


— 


ine Published can 
ry s Advantages! 


WAGE EARNER FAMILIES ARE TODAY'S MOST POTENT MARKET...AND TRUE STORY IS 
THE ONLY MAJOR MAGAZINE SPECIFICALLY EDITED FOR THESE FAMILIES, 

TRUE STORY NOT ONLY REACHES MORE WAGE EARNERS THAN ANY OTHER MAGAZINE 
IN THE WORLD... BUT IT REACHES THEM AT 2 THE COST OF THE AVERAGE OF THE 
Il OTHER LEADING MAGAZINES— AND AT FAR LESS COST THAN ANY SINGLE ONE! 
AND TRUE STORY’S ADVERTISERS ALSO GET THESE 5 OTHER *“*EXCLUSIVES”...—- 


ADVERTISING AGE 


— 


— 


| 
| 


ae now, vou need a big powerful magazine through which 
you can do a selling job on Wage Earner Families —the No Wonder Advertising 


aw tm in True Story gets such 
Amazing Results! 


You need such a magazine—so big and powerful that it has 
cornered © striking elements exclusively among all the other 
magazines in the world. True Story is now condueting a 
series of Ad-Display tests — checking 
sales of a particular product for one 
week, then making a simple mass 
display and checking sales for that 
week. For the third week a ecard 


Only Non-Duplicated 
Audience 


4 out of 5 of True Story’s 
readers read no other gen 


Highest Pass-On 


In two major surveys on 
pass-on readership (which 
check with surveys by Life 


In True Story vou have that magazine. Here's why: 


Nearly a quarter-century ago, long before most ad-men 
realized the importance of the Wage Earner market, ‘True Story 


pioneered a special editorial technique. 

This new technique was specifically designed to attract family 
members of this new Wage Earner market. It used down-to-earth 
duplicates of Wage Karner families’ ownexperiences. Lt talked about 
their problems in a simple, first person style. It used for the 


featuring the product's current ad 
in True Story with the words, “as 
ADVERTISED NOW IN TRUE STORY” is 
added to the display. Therefore, sales 
rises for the third week over the sec- 
ond week can be attributed to True 
Story’s influence on the publie and 


and Good Housekeeping for 
magazines jointly studied), 
True Story had the highest 
family pass-on circulation 
of any major magazine 

weekly or monthly. More 
families per dollar than any 


eral monthly or women’s 
service magazine ...making 
True Story the only major 
magazine whose readers 
cannot be largely reached 
by other magazines. Thus 
True Story can add more of 
its original circulation to a 


other magazine. 


first time, vivid aye illustrations—illustrations of nothing elec! Here ave some reoulte: 


° . | iven list than could an 
people who lived and looked like the new readers themselves. . y 


other magazine. 


“Brer Rabbit Molasses jumped 
83% —" 


“T'll tell the world I'm sold 
on True Story", says Grocer 
H. Bollin of the Economy 
Store in Toledo, Ohio. 


The new technique uncovered an entirely new market of readers 
to whom “white collar” magazines had never appealed (nor do now, 
to any greater proportion than ever before). 


Today, this same technique, sharpened by hundreds of 
thousands of readers’ mail and a searching reader research 
program, is responsible for True Story’s circulation approaching 
the highest levels in its entire history —and a circulation bonus 
for fall and winter—highest ever. 


“True Story boosted my Lysol sales 


181% —" 


O. R. Weiss, manager of the 
Mading Drug Store, Hous- 
ton, Texas, is 100°, sold on 
True Story’s pulling power! 


True Story’s job among these spending families is essential 
today —for, this year and next, advertisers face one of the 
greatest opportunities in history. With today’s new, prosperous, 
Wage Karner family market, advertisers can establish Lavite 
habits for their brands among these families—whose patronage 
will determine brand leadership throughout the years to come. 


Read Most Thoroughly 


In a month-to-month sur 
vey of readers it is shown 
that the average True Story 
story is read by 70.3% of the 
people who buy the maga 


“Never saw Squibb’s Cod Liver Oil 


fr move so fast-UM.32% “ 


Thus, True Story’s 6 exclusive advantages, and its current. -, That True Story Ad-Card zine. (Amazing when com 

“a p - A ; really did the trick Or ared with published figure 

hard hitting circulation performance make it a must on every HE ville Hoxie, Prop. Hoxie’s : eager i P iblished figures 

O13 ; extiotna list. i te | y by other leading women's 
1943 ads rtising list Ly Drug Stores, Grand Rapids, magazines 


Mich. 


ew Circulation Guarantee Policy 


'y PE 
: 2,000,000 MINIMUM GUARANTEE oa 


A climax to eight consecutive months of sensational time during the past four or five years! 
newsstand increases! For every one of the past eight Now this circulation achievement is backed by True 
months True Story’s circulation has not merely run 17 to 43 Story’s new policy of 2,000,000 minimum monthly circulation 


percent ahead of last year—but has run higher than at any guaranteed. 1913 bonus is indicated highest ever! 
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Deem Conventions 
Vital Wartime 
Link for Business 


Washington Agencies 
Acknowledge Role of 
Serious Gatherings 


By RAYMOND H. STOKES 
New York, Sept. 
the nation’s $500,000,000 conven- 
tion business would be relegated 
to the limbo of wartime casualties 


held unless related to the war ef- 
fort, that as few people as possi- 
ble should attend them, and that 
they should occupy as short a time 
as possible. As a result of this 
suggestion from Washington, many 
social organizations and some 
trade associations cancelled sched- 
uled meetings. Various business 
groups, however, fearing the ODT 
did not fully understand the busi- 
ness convention set-up and was 
confusing their sessions with mere 


| social junkets, pointed out the ur- 


|gent need for such meetings to a 


appeared dissipated this week after | 
the Office of Defense Transporta- 


tion eased previous curbs affecting 
travel to business sessions. 

Joseph B. Eastman, coordinator 
of defense transportation, stated 
earlier this year that the ODT be- 
lieved conventions should not be 


business beset by wartime diffi- 
culties, as well as the necessity of 


15.—Fears that| explaining government regulations 


and mapping out a program of co- 
operation. 


Point the Way 


During June and July it became 
apparent that the War Production 
Board, Office of Price Administra- 
tion and other war agencies were 
taking full advantage of conven- 
tions to educate business and pro- 
fessional men to the war program. 


According to records of the De- | portation picture a sizable propor- 


partment of Commerce, meetings | tion of meetings. More than 
held during this summer have been 
concerned primarily with govern- 
ment activity, and government 
agencies have made _ preparations 
to send officials to all conventions 
scheduled for this fall. 


less than 300 people, and 83 


500. Fewer than five per 


Some Sessions Dropped 


half 


of all conventions are attended by 


per 


cent of them bring out less than 


cent 


have attendance exceeding 2,000. 


. ® P | 

The idea still persists among) 
some associations that in order to Among the groups that have 
hold a convention it is first neces-| called off scheduled sessions are 


sary to obtain approval from the 
ODT. Mr. Eastman recently sought 
to clarify this misunderstanding by 
stating that “there is no further 
use in applying to this office for 
approval of conventions we 
cannot say whether or not a con- 
vention is going to be held in the 
interest of the war program 

we'll have to trust them to con- 
fine their convention activities to 
war needs.” 

It has been estimated that only 
20 per cent of the conventions held 
in this country are national meet- 
ings, the remainder being regional, 
state or district in scope, thereby 
removing from the critical trans- 


the American 


International Association of 
national convention, Florists 
graph Delivery Association, 
Others 


America. have 


meetings. 

novel and ingenious means 
either the letter 
ODT travel restrictions. 
Association which, 
off its 


Bankers 
calling 


Dental Association, 


Ice 


Cream Manufacturers, Gyro Inter- 
Tele- | 


and 


Investment Bankers Association of 
cancelled 
the national get-together and sub- 
stituted a series of smaller regional 
Still others have devised 


of 


The greatest force that man has ever 
known for moving men's hearts and minds 
is in action daily behind the American 
scene—a household device that brings 
into tens of millions of living rooms t 

latest news of our fighting men "al 


< F 
ay 
. 


_ Fittingl 
gins its 1 42-43 season with the finest 
parade: 


* 


programs in its history—many 


fronts ... the sublime gifts of inspiring »-ofthem thortwaved to the fighting forces 
music...the quick topic.of comedyaang _ by advertisers glad to provide the boys 


laughter .4.. the welcome relaxatio 


popular song...blessings all to. a nation 
occupied with the grimmest of tasks. 


‘Today, as America’s manpower and’ 


industrial might begin to make themselves 
- felt on foreign fields, American tadio is 
functioning smoothly, quietly, efficiently, 


The Network 


n oF in the field with these tangible links to 


tt: 
home, many others fresh from successful 
summer tours of leading military camps 


across the country*. 


They Il be listened to this year more 
widely, more eagerly, more gratefully 
than ever. 


Most People Listen to Most 


a Radio Corporation of America Service 


*Sixteen advertisers have already taken advantage of the new NBC 


Full Network Plan to 
all 125 NBC stations 


bring 23 of their programs to the audiences of 
. A great many are also participating in NBC's 


unique “Fall Parade of Stars,” a preview. audience build-up campaign 
being conducted by all NBC stations. 


of September, revamped the Sep- 
tember issue of Banking, its month- 
ly magazine, into a “Convent 
in Print” number. Conferences 
speeches, panels and forums wer 
prepared especially for the “mai] 
convention” and messages from 
President Roosevelt and Secretary 
of the Treasury Morgenthau we 
included. About 90 persons were 
on the program altogether. 
Another “mail order” conventi 


~ 


/was conducted by Graybar Elec- 


|tric Company, 


which instead 

holding its annual sales conferen 
at Nela Park, Cleveland, mailed 
portfolios containing speeches ani 


other paraphernalia directly 


salesmen’s homes and offices. Eve 

the usual bottle of Scotch and go}! 
tournament were included in th 

“convention.” 


holding sessions without breaking; new Technique for Mutual Life 
or spirit of the| 


In place of its annual Nation: 


Typical of these is the American | Field Club convention, Mutual Lif 
after | Insurance Company will send th 
meeting scheduled | COmpany’s senior officers on a five- 
to be held in Detroit the latter part | week tour of the country in tw 


groups. At each stop-over, sales 
men, agents and field men fro: 
nearby states will be called in f 
a two-day conference with thei 
senior executives. Lewis W.-Doug 
las, Mutual Life’s president, wi! 
address the gatherings by means o 


| radio transcription. 


| business 


| Mississippi 


| 10,000 


United Drug Company will com 
bine all the regional conventions o 
Rexall dealers scheduled for thi: 
fall, as a wartime measure. I: 
their place, a “Rexall wartime 
conference” will be held 
in New York, Oct. 5-6. Presidents 
of Rexall state clubs east of the 
river are expected to 
the meeting to represent 
independent Rexall drug- 


attend 


| gists. 


|New 


| to 


The convention bureau 
York Commerce 
try Association 
though a few 
be held 


of the 
and Indus- 

reports that al- 
meetings scheduled 
here have been can- 


| celled, the loss has been more than 


| other cities. 


| 
| 
| 


,appointed Joseph 
_ Market 


| been launched for 


compensated for by last-minute 
shifting to New York of conven- 
tions previously scheduled for 
Many of these groups 
had planned to meet in Atlantic 
City until the Army stepped in and 
took over most of that resort's 
large hotels. 


To Joseph Jacobs 

Penick & Ford, New York, ha: 
Jacobs Jewish 
Organization as merchan- 
dising and advertising counsel fo: 
the Jewish field. A campaign has 
the company’s 
My-T-Fine desserts featuring “The 
Song Vendor” over Station WEVD, 
New York, every Monday and 
Wednesday at 8:30 a. m. Jewish 
newspaper advertising is under th« 
supervision of Batten, Barton, Du: 
stine & Osborn. 


Washburn to LeQuatte 
H. B. LeQuatte, New York, h: 


, been appointed to direct advertising 


for Washburn’'s quick-cooking sp!i! 
peas, produced by Washburn-W 
son Seed Company, Moscow, Idah 
Newspapers in key cities will 
used. 


A RECENT federal survey | 
reveals a sharp rise in dwelling | 
sign of ca. 
creased population—in the Tro) | 
A.B.C. City Zone (1940 Cen 
115.264.) Schedule this boomin 
major New York State marhk«! 


occupancy —sure 


™ \ 7HE TROY RECOr!) 
REL ORD \ ’ 
vows THE TIMES RECORD | 


All Advertising ! 
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editorial in The Chicago Sun urged that Lidice be restored 
_. pointed out that Illinois had more Czechs than any part of 
suggested that a new Federal Housing 
ished Czech village... 


| On June 17, an 


in this country . 
the world except the motherland . . . 
e of Joliet be named to commemorate the ravi 
. Twenty-five days later, on Sunday, July 12, the vee 
and a memorial, 


project outsid 


The FHA concurred . | 
erred before 35,000 witnesses . . - 


f 
name was formally con was dedicated by 


purchased by The Sun from popular subscriptions . . . 


Wendell Willkie . 


i , founded 
It should be of interest to advertisers ... that The Chicago Sun, fou 


has required neither great 


iti them... 
to make traditions rather than follow : 


ulation to demonstrate its influence .. - 


rwhelming circ 
— or ee , Sun advertiser . 


| influence that works definitely and profitably for every 


THE CHICAGO SUN | 


oun 
at THE BRANHAM COMPANY, National Advertising Representatives 
al Atlanta, Charlotte. Chicago, Dallas, Detroit, Kansas City, L 


as 
as 


o™— & 


|Memorial to Lidice 


‘ mother country itself. 


The day after the Nazis boasted that 
they had slaughtered the men of Lidice, 
driven the women and children off to con- 


;|centration camps and laid waste their 


humble dwellings, The Sun predicted that 


.|the tiny Czechoslovak village, far from 


being destroyed, had been immortalized 
as a monument to man’s will to be free, 

So many Americans have agreed with 
us that it now seems certain that Lidice, 
Czechoslovakia, will be restored at the 
end of the war, as Louvain was restored 
—and probably by the same means: Amer- 
ican donations. 

But why wait until the end of the war, 
or confine to Czechoslovakia the honor 
of honoring a thing which is at once the 
concern and the pride of all of us who are 
on the side of decency? 

Here in Illinois live more people of 


.|Czech blood than are gathered in any 


comparable area of the world save the 
Down near Joliet 
there are hundreds of Americans of Czech 
descent who work in the near-by mines 
and steel mills—just as the brave Czechs 
of Lidice toiled in the mines and mills 
near their simple village. It so happens 
that the federal government is complet- 
ing a defense housing project in this area. 
The new village which has sprung from 
the plain has been tentatively called Mar- 
quette Gardens. It will house almost the 
same number of persons as lived in the 


_loriginal Lidice. 


Why not change the name at once to 
Lidice? Lidice, Ill—a permanent mon- 
ument to the heroic people who will 
throw off the brutal yoke of Nazism one 
day—soon, we hope—and to their broth- 
ers who have played such a conspicuous 


'|role in the making of America? 
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Broadcast Service 
Can Be Maintained, 
Says Chairman Fly 


Conservation Needed, 
But No Curtailment 
or Curfew in Sight 


Washington, D. C., Sept. 15.— 
“There is no prospect whatsoever” 
that any broadcasting station will 
be silenced, or that broadcasting 
hours will be limited in the immedi- 
ate future. 

That is the answer that Chairman 
James L. Fly of the Federal Com- 
munications Commission and _ the 
Board of War Communications gave 
this week to repeated rumors and 
suggestions regarding curtailment 
of broadcast service because of war- 
time tube shortages. 

Just returned from a two weeks’ 
vacation, combined with visits to 
the various field monitoring stations 
set up by the FCC to keep tab on 
Axis and neutral broadcasts, Mr. 
Fly reviewed the summary of re- 
turns to the tube questionnaire sent 
to broadcasters by the BWC, now in 
the hands of the domestic broad- 
casting committee. 


Conservation Called For 


Admitting that military demands 
have been heavy, Mr. Fly said that 
the War Production Board has been 
able to supply all stations with 
necessary tubes to date, and that 
there is no doubt from information 
now at hand that it can continue to 
do so for “a considerable period” 
if conservation is practiced. 

“Silencing of any station is not 
in immediate prospect,” he empha- 
sized, “but the need for conserva- 
tion at present is urgent.” 

Apparently still irked by publica- 
tion of a letter from Leighton 
Peebles of the WPB communications 
equipment division, suggesting a 
midnight curfew, Mr. Fly said: 

“Continuity of broadcasting serv- 
ice is essential to the national secur- 
ity, and means can and will be 
found to maintain it at its present 
level. Any substantial reduction of 
broadcast service is a matter of na- 
tional policy, and will not be de- 
cided by isolated subordinate of- 
ficials.”’ 

Mr. Fly also reported a great deal 
of progress in solving the manpower 
problem of all branches of the com- 
munications industry, including 
broadcasting, wireless, telephone 
and telegraph, in a series of con- 
ferences between representatives of 
the BWC, the War Manpower Com- 


NEW HAVEN 
is FULL! 


The first American warship to 
be built, The ‘‘Oliver Crom- 
well’’ was constructed by Con- 
necticut craftsmen in 1775 at 
Essex, Conn. After its launch- 
ing it first sailed into New Ha- 
ven harbor for inspettion. 


Che New Haven Register 


mission, the Selective Service and 
the United States Employment 
Service. He indicated that material 
progress toward the consolidation of 
telegraph facilities would be made 
by the FCC in the near future. 
The FCC chairman observed that 
the problem of maintaining broad- 
cast service “without being hamp- 
ered by monkey wrenches being 
thrown in” by President James C. 
Petrillo and the American Federa- 
tion of Musicians had become more 
extensive and more acute in the past 
few weeks, and that he would dis- 
close important information bearing 
on the problem in his testimony be- 
fore the Senate interstate commerce 
committee when it meets to de- 
termine the advisability of an in- 
vestigation of the AFM official. 


‘Vita-Min-Go’ 
Proves It's Fun 
to Get Food Facts 


New York, Sept. 17.—In an effort 
to give the national nutrition pro- 
gram added impetus, Collier’s this 
week cast the spotlight on a new 
educational device to make America 
vitamin-conscious. The vehicle is 
a fetching little game called “Vita- 
Min-Go,” designed to sugar-coat the 
dissemination of nutritional facts. 

In addition to a two-page color 
spread in its Sept. 19 issue, the 
magazine has directed a_ special 
mailing to 12,000 industrial, educa- 
tional and civic leaders located in 


1,000 cities of 10,000 population and 
over. 

Indicative of the use that indus- 
trial organizations are expected to 
make of the new educational tech- 
nique is a presentation prepared by 
Servel, Inc., for use in getting across 
nutritional facts to its employes 
and, through its sales staff, to public 
utility companies throughout the 
country. e 

Vita-Min-Go, which is owned by 
a company bearing that name, at 
175 Varick street, New York, con- 
sists of a score sheet for foods 
listing the vitamin and mineral 
units found in a wide variety of 
foods. Each player in the game uses 


|a series of four cards, labeled Vita- 


min A, Vitamin B-2, Calcium and 
Iron, respectively. By checking the 


| Last 
Donald Advertising Service, T 
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score sheet against his daily me; 
the player moves his pieces d 
the “Road to Health” and eit 
wins or is left stranded somew} 
along that highway, depending 
the soundness of his diet. 

The Collier’s spread reprodu 
the game in full color and offers ; 
actual units for 10 cents in coin 
stamps. 


Stanfields Campaigns 
An institutional campaign 
Stanfields, Truro, N. S., will bre 
in October in daily newspapers ; 
farm publications across Cana: 
Copy will offer a booklet entitk 
“How to Make Your Underwe 
Longer.”’ Richardson - M: 


ronto, is the agency. 


..-. and the will to 


What is it... this will to win that helps a nation face 


war's worst hell with courage and confidence? 


It is made up of many things . . . simple, ordinary 


things that too many of us have taken for granted. 


Things like father’s determination, for example, 
that young Bill can some day have that “real boy's 
room,” with a work-bench and shelves for the model 
airplanes. Or a housewife’s faith that gay flowers can 


continue to bloom, year after year, in a little garden 


Code Fee es) Bee 


ST a ETE a ae 


forever safe 


boots... 


the one thing in life most worth while. For the right 


from the violation of a conqueror’s 


These things—a multitude of them—mean HOME, 


to have a home—the right to plan a home—people 


will face any hardship, make any sacrifice. 


Today, Better Homes & Gardens, continuing its 
broad and unique editorial program, offers more thar 


2,470,000 home-loving families a wholesome, healt! 
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Promotion Explains 
Brand Shift for 
Yeast Products 


hicago, Sept. 16.—Upon securing 
national distribution of Yeast Foam 
al Magic Yeast to replace its 
gronular Maca, Northwestern Yeast 
C pany is using promotion to ex- 
ple n the substitution to the public 
na dealers. 

Vlaca goes to war,” and “Yeast 
Fo m takes over the home front,” 
are sample headlines appearing in 
decler and jobber display material. 

ivertisements will be used in 
farm papers of 29 states, telling the 
story to consumers. In addition to 


the farm paper campaign, the com- 
pany will use its “Songs of a 
Dreamer” radio program, a tran- 
scribed 15-minute show now being 
used spot-fashion three times a 
week over 16. stations scattered 
from Detroit to the Pacific North- 
west. 

MacFarland, Aveyard & Co. is the 
agency. 


Returns to Goodrich 


L. H. Chenoweth, manager of 
manufacturers’ sales with the indus- 
trial products sales division of B. F. 
Goodrich Company, Akron, has re- 
sumed his duties after serving with 
the War Production Board in Wash- 


| ington. 


Bert Schell has been appointed to 
the belting sales department staff. 


Keystone Had 11,036 


Hours of War Programs 

During August, Keystone Broad- 
casting System aired 6,820 hours of 
war effort programs specially de- 
signed in cooperation with the allo- 
cation plan of the OWI and the 
Treasury Department. 

In addition the affiliated stations 
of KBS broadcast 4,210 hours of 
miscellaneous musical programs on 
platters, using war effort material, 
making the total number of hours 
11,036. 


bd ‘’ 
Salter Joins D’Arcy 
Robert Salter, formerly with Bu- 
chanan Advertising Agency, New 
York, has joined D’Arcy Advertis- 
ing Company, New York, as assist- 
ant to Paul Dudley, radio director. 
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ful ESCAPE into the home —the source of their strength. 


It is an escape that provides a necessary and positive 


means of keeping American 


minds fit and flexible—an 


occasion for reaffirmation of faith in America’s future. 


And it is an escape that fortifies directly, we believe, the 


wi!l to win which has shaped America’s destiny in the past, 


and which can keep her great and strong through all the 


years to come. It is an escape that in itself means Victory. 


Meredith Publishing Company, Des Moines, lowa. 


ee Z 


Helping More Than 2,470,000 
Suburban Home Families 
Plan for Today and Tomorrow 


vertising men. 


cannot answer letters, except 


Se prem be 7 Several much ap 
preciated letters have suggested that 
these jottings should le made Inte 
a book Maybe But | have al- 
ways felt that an Ad Man had bet 
ter not have a book out against him 


until he was ready to retire Then 
he might be able to begin one in 
some such fashion as Lord Bryce 


did his Lniertcan Commonwealth 
Now that | am free from the reti 
eences Of a party mat 

September 8 Today my daughte 
advertising career be 
hind the counter of a grocery store 


began her 


There, if she follows my advice, she 
will stay for six months, studying 
and recording how women buy food 
She has ia list oft 
studies to complete, such as, De 
women ask for a can of milk or a 
can of Pet? What is their reaction 
to woffee in glass jars?’ And se on 


specifi Cust 


In her spare time she will) study 
stenography Sundays off, of course 


September 9% Listening to a maga- 
Zitne representative today reminded 
me of my own two yvears as adver 
tising manager of a small publica 
tien It was then that [ learned 
the representative's real handicap 
against the agent His lack of equal 
knowledge of the advertiser's prob- 
lems and policies always leaves him 
ata disadvantage Representatives 
will recognize the similarity to the 
situation in a story told me by an 
Arab camel driver in Egypt Ciod, 
he said, has a Hundred Names The 
Arab knows Ninety-nine of them, 
but the Camel knows the Hundredth 
And that, he said, is what gives the 
Camel his slightly supercilious look 


September 10 The Lord knows 
that 1 am not a handsome man, not 
one gifted with social graces So in 
my youth the Apollos of this world 
often awed me Tonight, out to din 
ner, Limet one of them again When 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 
It is presented in ADVERTISING AGE weekly, 
exactly as written, without benefit of “editorial direction” 
of any kind. The author is glad to receive comment, but 


to do so through the column. 


as he may find it appropriate 


| first met him 
he was already a high government 
official, and exuded success at every 
pare I remember how he dazzled 
rie But since then | have learned 
that it pays to exXamine this type 
with particular attention to their 
mental horse power, This one proved 
to be just another Body by Fisher 


twents years Ago, 


September 1 Recalling my note 
on Moses and Aaron, | thought o1 
What a really good job Aaron did 
There must be ten thousand wh: 
know Moses for one who remembers 
Aaron A friend of mine who was 
raised in business by old J. Walter 
Thompson himself, says that one of 
that pioneers constant admonitions 
wis Never let yourself get on the 


stare in front of your client In 
this trade the “passion for anonyn 
ity was well developed long before 


the White House ever heard of it 


September 12 They say farming 
doesn’t pay the city man, theugh 1 
know one Who has been collecting 
heat %) on his investment for sev 
eral years But the real pay-off is 
in education 


In the city the contest 
is man against man In the country 
it seems like man against all the 
rest of nature You don't) know 
nothing until vou take that one on 

September 13 Answered a timid 
knock at omy door last night and 
found my old country-woman neigh 


bor from up the road She had a 
letter fron her boy in the army 
He was okay the army was okay 

don't worry, Ma; write me care the 
Postmaster New York City That 
was all she knew and she wanted 
to know so much more Hiow many 


million mothers like her were scat 
tered over the country that night? 
In how many were the same hopes 
and fears  palpitating like 
beats in the dark? 
mothers, Mr 
ticlan 


heart 
Watch = these 
Advertiser, Mr Poli 


Zenith Launches 
‘Radiorgan’ for 
Employes, Dealers 


Chicago, Sept. 17.—To keep in 
touch with and assist its peacetime 
selling organization, Zenith Radio 
Corporation has issued a company 
tabloid, entitled the “Zenith Radi- 
organ.” 
to have 25,000 circulation, and will 
be distributed to factory personnel, 
regional managers, distributors, 
dealers and former Zenith employes 
in the armed forces. 

Declaring that the new paper is 
not to be a “house organ” or a 
“factory ‘puff sheet," J. J. Nance, 
vice-president of the company, de- 
scribed the purpose of the “Radi- 
organ” as “intended to be a real 
letter from home for those members 
of the Zenith organization now 
absent, in the armed forces or de- 
fense industries. Home, country 
and job are powerful motivating 
factors in any man’s life and we 
feel we will be doing a genuine 
morale-building job if we keep our 
war-separated Zenith men _ fully 
informed of their peacetime occu- 
pations.” 


Use Field Editors 


A member of each distributing 
organization has been appointed a 
field editor and news from the field 
will be passed along to the editorial 
staff, which has been drawn from 
the company’s sales promotion and 
advertising department. Edgar G. 
Herrmann, sales manager, will 
supervise the work of the editorial 
staff 


The publication is expected | 


The first issue of the “Radiorgan” 
stresses the end of civilian radio 
production, showing the company’s 
o_o nt, Comm. E. F. McDonald, 
|Jr., putting the last bit of solder to 
the aerial lead of the last trans- 
ocean short wave’ portable 
made by the company. 

The company’s advertising pro- 
gram (ADVERTISING AGE, Aug. 17), 
Which stresses that the last wah 
was run by telephone, the present 
one by radio, comes in for consid- 
erable mention in the initial issue. 
In a signed article, Mr. Nance 
promises that “Zenith will maintain 
its name identification in national 
magazines and in trade papers,” and 
Comm. McDonald declares that “I 
believe in the bright future for 
radio so strongly that I am asking 
our management to make it a part 
of a great Zenith advertising cam- 
paign to extend over the next year 
or so, so that every individual com- 
posing the great American public 
will be made conscious of thi 
future.” 


radio 


‘Red Cross Sponsors 
‘Photo Competition 

The American Red Cross has 
announced a national photographic 
competition, offering 122 prizes con- 
sisting of war bonds worth a total 
of $5,125, as a means of encouraging 
professional and amateur photogra- 
phers “to help record the wartime 
work of the American Red Cros 
both at home and abroad.” 

The contest will continue from 
October through December, with 
prizes for both monthly and grand 
prize winners. Details of the com- 
petition are available at the head- 
quarters, 598 Madison avenue, New 
York 


7 Exclusive 


Mutual and Columbia 


BUFFALO 


& PETERS, INC. 


National Representatives 
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September 21, 1942 


Seek Post-War Tourists 


in Extensive Campaign 


All-Year Club of 
Southern California 
to Protect ‘Market’ 


Los Angeles, Sept. 17.—Leading 
the way for a_ steadily-declining 
travel industry, the All-Year Club 
of Southern California disclosed this 


week that—like any other industry | 


—it will keep on advertising its 
vacationland during wartime to 
assure its share of an 
post-war surge of travel. 


Chief purpose of the copy will be | 


to build travel sales now that can 
be completed after the war. Details 
of the forthcoming campaign have 
not been announced, but two objec- 
tives will guide the club and its 
agency, Lord & Thomas, in adver- 
tising and promotion for the dura- 
tion: 

1. To maintain and_ increase 
public desire to visit Southern Cali- 
fornia after the war; 

2. To service present travelers, 


anticipated | 


most of whom are in the “essential | 


traveler” class, and enable them to 
get more out of their visits to the 
West Coast. 


Plenty of Copy Themes 


Southern California is engrossed 
in a tremendous war job. Its huge 
aireraft factories are helping arm 
the United Nations. Its oil fields 
and refineries are turning out 100 
octane airplane fuel. Orange groves 
and ranches are growing food for 
armed forces and civilians alike. 
And the shipyards are setting rec- 
ords in constructing bottoms to 
deliver these materials. This war- 
time phase of Southern California 
will be emphasized in the advertise- 
ments with which the area will pro- 
tect its future as a vacationland. 

Increasingly, the nation’s travel 
business is finding itself in the same 
boat with other industries which 
have seen their civilian markets 
dwindle for the duration. 
case of other industries, they are 
usually overcrowded by war orders 
or tied up by priorities and thus 
unable to deliver their products to 
their usual customers. 


In the) 


In the case | 


of the travel industry, the vacation | 


customers are unable to travel and 


close the purchase because of the} 


closing bottleneck of rubber short- 
age, gasoline rationing and crowded 
trains, buses and planes. 

Even though the prospects of 


| 


the war,’ Don Thomas, club secre- 
tary and managing director and 
president of the National Associa- 
tion of Travel Officials, told ApvER- 
TISING AGE. “Peace will break the 
dam that is holding back the Ameri- 
can’s natural foot-loose itch to go 
places and see things. 

“But we firmly believe that we 
can cultivate this opportunity only 
by aggressive pre-selling. Even in 
normal times products are only too 


them in the public eye are slack- 
ened. And during war, which is the 
greatest possible distraction to peo- 
ple’s minds, the effect is many times 
multiplied. Before making our de- 
cision, we studied the case histories 
of numerous firms which ceased 
advertising during the first World 
War and as a result went under or 
lost their leadership. We do not 
intend that Southern California’s 
vacationland shall become another 
‘Sapolio.’ 

“Furthermore, we have continu- 
ally proved that it takes years to 
plant the seed and make it ripen 
into a trip to Southern California. 
You can’t do it in just one year’s 
selling. In any one year’s cam- 
paign we’re simultaneously starting, 


trips to Southern California. Right 
now we have thousands of prospects 
sold or nearly sold. We'll need to 
keep them sold.” 

The record of Southern Califor- 
nia’s summer tourist promotion 
proves that travel needs to be 
“sold,” according to Mr. Thomas. It 
had no summer visitors 21 years 
ago. Then the All-Year Club 
started advertising the area’s pleas- 
ant summer climate. “Bit by bit 
the tourist flow built up until today 
twice as Many come in summer as 
in winter,” he said. ‘We consider 
that conclusive proof that travel 
goes where it is pulled.” 


Dramatized Progress 


The new copy theme to be em- 


the policy that has produced exce|- 
lent returns for the area in pas: 
years. 

For instance, in order to drama- 
tize the progress of the area 
its excitement comparable to 
world capital, copy in 1936 sp: 
of “The Place Where Things Are 
Happening.” Next year was adde 
“Yes, Sunshine and Fun After Su» - 
down, Too.” And in 1938 the co 
read: “Why Don’t You Tell W! 
Southern California Is Really Like 
and went on to develop the the: 
of the constantly expanding, p 


| gressive place. 


In addition to publicizing the 
added reasons for coming to Sout 


ern California, the campaigns ha 


been quick to use some popu! 


quickly forgotten if efforts to keep| bringing along and closing sales of | ployed is a logical continuance of |fact as a means of dramatizing t! 


Advertising Representatives--JOHN B. WOODWARD, INC., New York, Chicago, Detroit, Los Angeles, San Francisco 


COMBINED Dany Crecuarion Over 


MORNING SUNDAY 


-REVIEW 


'* PS ae 
Y 2 ee 


Trade-paper advertisements of the Spokane dailies usually empha- 
size the MARKET covered by these newspapers—Spokane and its Inland | 
Empire. But this time we are putting the emphasis on the MEDIUM ) 
which over a long period of years has brought success to advertisers in | 
this area. 


Both THE SPOKESMAN-REVIEW and the SPOKANE DAILY ) 
CHRONICLE have been established for over half a century. Each has | 
grown up with its field and each has won a secure position among the _ | 
nation’s great newspapers. Together they give dominant coverage of their ; 


Re NSS 


The Spokesman-Review's “Dorothy Dean" 
and two assistants answered 13,219 
phone calls in 1941. 


immediate profitable business may | 
dwindle still further, the All-Year | 
Club decided to continue its pro-| 
motion, financed in part by the Los| 


Angeles County Board of Supervis-| 


ors. Using newspapers, magazines 
and radio in the past, the club has 
spent an estimated $8,000,000 during 
the past 21 years building its tourist 
travel. 

Requires Pre-Selling 


“We 
surge of 


tremendous 
immediately after 


( SUPERB 
ART-COPY 


A Chromart Colorprint from 
Kodachrome is the best that 
money can buy. 


anticipate a 
travel 


It possesses full art-copy qual- 
ity, as required by makers of 
fine color plates. That is why 
leading agencies rely on our 
print service. 


A Chromart can be dramat- 
ically displayed, retouched, 
pasted into artwork. A 
Kodachrome cannot. 


Prices start at $38. 
gate! 


PHOTOCHROME 


837 


Investi- 


North Fairfax, Hollywood 
\ Overnight by Plane 


} 


The model kitchen and other features of 
the Home Economics Department at- 
tracted 15,930 visitors last year. 


60,000 separate pieces of literature were sold by 
The Spokesman-Review Home Economics Depart- 
ment in 1941. 


The Spokesman-Review Service 

Department answered 22,021 

questions by mail last year — 
105,502 in all. 


28,732 questions were answered personally last year at the 
Spokane newspaper Library counter. 


37 Homemakers matinees, a feature of The Spokesman-Review's 
Home Economics service attracted 8,425 people in 1941. 


DOMINANT COVERAGE OF TH: |. 


An Inland Empire of Agricultural, Mineral and Lumber Wealth--Site of Grand § | 
Has Attracted $250,000,000 of New Capital to Spokane and Vicinity--Water from § t 
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climate and variety of attractions. | its white beaches bordered by ship- | 


In 1935 advertising invited travelers| yard ways. Sport-filled mountains 
isi i now are furnishing water power for 
See the World” and explained the| war dynamos. And the Hollywood 
movie industry in terms of the! movies and radio are doing their bit 
variety of nearby outdoor settings.| for morale. 


And in 1940 the ads used the same Southern California, like other | 


industry with “Why Movie Stars! resort areas, adopted the role of 


Se\dom Leave Home.” morale builder last winter after the | 


. war broke out. In February the 

Show War Benefits |All- Year Club used newspaper 

Now, the war has brought South-| space in major Eastern and Mid- 
ern California the new vehicle for| western cities to assure prospective 
emphasizing and dramatizing the | tourists that, despite current rumors, 
climate, scenery and other tried- resorts were enjoying normal travel. 
and-true tourist lures. Copy will|In April the club asked the County 
point out that the mild weather | Board of Supervisors for a 1942-43 
which makes vacations so delightful|fund of $185,000, $25,000 less than 
is doing a war job by permitting| was received last year, to continue 
eh yr assembly out-of-doors. It| advertising and promotion. At that 
ill describe the Pacific Ocean with|time it was pointed out that 29 


states and 37 other organizations 
were conducting campaigns compet- 
ing with Southern California for the 
| tourist trade. 


Gem Blade Ad Series 


Warns ‘Steel Saboteurs’ 

American Safety Razor Corpora- 
tion, Brooklyn, has released a new 
|geries of small newspaper ads for 
Gem single edge blades in 100 
dailies covering 85 cities from coast 
to coast. 

Under the heading, ‘40,000,001 
Saboteurs,” copy points out that 
“every shaver in the U. S. is a 
potential saboteur” if he doesn't 
properly care for his present razor 
and blades. Each ad will feature a 
practical tip for making blades last 
longer. Federal Advertising Agency, 
New York, directs the account. 


Participate in Show | Lack of Fair 


Chlorine Solutions, Inc., is spon- | 
soring a 15-minute period, - E h 
“Breakfast at Sardi’s” for its x ibit Explained 
Pro, on the Blue Pacific Coast aa te 
work. Leon Livingston, San Fran- by Allis halmers 
noe ae te ae pia tae Milwaukee, Wis., Sept. 17.—How 
oyle Cc any has taken ov ar- Seay es ¥ eee ics 
ticipation periods for Old English ee or as — tes Hee 
wax on Mondays, Wednesdays and | " © 7 ie, § oe 
Fridays. J. Walter Thompson Com-._ i!lustrated by a recent experience 
pany, Los Angeles, is the agency. of the Allis-Chalmers Mfg. Com- 
pany. 
Brewery to Salzman Normally, state fairs of the Mid- 
uw A. Getemen tac. Sew York west region have been notable, from 
has been appointed to handle adver-| the company’s viewpoint. because 
tising for Dover Breweries, Hart- ’ Sive ex Ss show 
ford, Conn. Concentrating on the|there of Allis-Chalmers tractors 
war worker markets, Dover will|and other farm machinery. This 
promote its beer and ale in New | year, largely converted to war work, 
England . —, newspaper space, the company has practically no ma- 
radio, displays and dealer helps. chinery to show. 


Yet it felt that some representa- 
ay tion should be made to show the 
. Visiting farmers that Allis-Chalm- 


. ° ° ° ° ». (ers, albeit now otherwise engaged, j 
Color Representatives--Sunday Spokesman-Review Magazine and Comic Sections--Newspaper Groups, Inc. Re | still has a soft spot in its corporate aa 
. heart for the days when it made 


the crop-producing machines. o? 
Uses Newspaper Ad 
Accordingly, one day after the 


a 


Spoka 


immensely productive and fast-growing field. While advertising space is 


‘ * . eqs . . ° ? FF, Chalmers achine is servi in the 
sold jointly in the two dailies, their editorial departments are completely eZ ami 
separated, so that each newspaper has a distinctive personality of its own. F A sign which appeared near the 


They are never sold to subscribers in combination. 


These two dailies have great influence with their readers. Some 
examples of this influence are illustrated on this page. Many others could 
be given. The figures under the pictures reflect the tremendous pulling 
power from which YOU as an advertiser will benefit when you use space 


in The Spokesman-Review and Spokane Daily Chronicle. 


54,749 questions were answered over the phone The idlens Chronicle sold 13,943 dress 
by the Spokane newspaper library in 1941. patterns last year. 


5,371 Home Service booklets were bought by Spokane Chronicle 
readers last year. 


Coulee Dam, World’s Largest Potential Source of Electric Power, which Already aBour sroT aaore 
the Dam will Create Homes for 100,000 New Residents in Nearby Columbia Basin. ©B | A / n oa 


Contest held earlier this ae brought 
in 1,452 pictures of 


6,888 children enjoyed themselves at the Spokane Chronicle's KEEP 


annual Tilakum picnic last summer. SPOTS 


(AVORED SPOKANE MARKET BEFORE = ® 


j Cod @ 1,000 more of MacArthur's fighting 

& fs fn 4 #)) Ay men. Farm tractors and equipment 

‘ Lod aan are performing in a_ show that 

The Spokane Chronicle's meme Baby MUST go on until victory is won.” 


20,043 embroidery patterns were 


Wisconsin State Fair had opened, a 
I half-page advertisement appeared 
in the Sunday Milwaukee Journal. 
“MacArthur,” the copy said, “here 
are meals for 1,000 more of your 
men!" The text went on to explain 
that “Many thousands of Wisconsin 
State Fair visitors this week will 
pause thoughtfully at the big arena 
where for so many years they have 
been guests of Allis-Chalmers. They 
; will miss the bright flash of orange 
¢ All-Crop harvesters, the whir of 

shiny new tractors performing in 

the ring. Not a tractor, not a ma- 

chine will be there. Only silence 

and a sign that says: ‘Every Allis- 


parking lot where the exhibit used 
to be held was reproduced. The 
sign said: “By taking leave of ab- 
sence from the Wisconsin State Fair 
this year, Allis-Chalmers released 
enough machinery to equip 25 addi- 
tional farms and provide food for 


Mee PAS 


Reprints of the copy were posted on 


the company’s plant bulletin boards. 
abies. ieee 


Stanford Resigns; 
Compton Names McMillin 


Alfred Stanford, vice-president 
and director of Compton Advertis- 
ing, New York, has resigned to 
accept a commission as lieutenant 
commander in the Navy. 

His duties will be taken over by 
John McMillin, head of the radio 
department. Mr. McMillin, besides 
being made a director of the com- 
pany, has been named head of all 
copy including radio. 


Blumberg to Lycoming 


. Lee Blumberg has resigned as 
sold in 1941 by the Spokane head of Warner Brothers’ field pro- 
Chronicle. motion department, New York, to 
become advertising director of Ly- 
coming Hosiery Company, New 
York. 


You 

keep 
customers 
when you 
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| pany, which I believe you will find use for them to inspire ideas. I a}s 
e to be among the leaders of the|have an outstanding cartoon fron 

hd bottled beer industry. Puck, 1883, a double-page lit! 

01Cce O e V er 1ser A. E. JENSEN, graph with a good-natured rib 

Advertising Department, Fal- department store advertising met 

This department is a reader’s forum. Letters are welcome. staff Brewing Corporation, ods. If you can use these ads y 

Tvi in the C WIRED FOR SOUND the cover, is not followed in con-| Omaha, Neb. can set your Own price. 
ying in the Copy my 


To the Editor: National Bakers 
Services, Inc., has employed a rather 
unusual treatment for its advertise- 
ments in the five October issues of 


the Fawcett Publications’ women’s 
group. We believe the telephone 
wire running up and through the 


upper margin of the page, 
ing two separate ads, 
new 


connect- 
is unique and 
as an eye-catcher. 

CHARLES BYRON MCDANIEL, 

Art Director, National Bakers 
Services, Inc., Chicago. 


‘Please Read : 
Before Entering’ 


To the Editor: It may interest 
you to know that tacked to the liv- 
ing room door of our home are the 
Christian Science Monitor’s adver- 
tisement in your Aug. 31 issue, and 
the Young & Rubicam advertisement 


in your Sept. 7 issue. 

Each caller is asked to “please 
read before entering.” 

The Monitor's “We Need Clean 


Hands Now” message does not make 
me proud to be an American; but it 
makes me terribly determined to be 
a better American. 

And the Young & Rubicam page, 
“Does It Have a Slight Odor of 
Goebbels?” shows me one sound 
way to be that better American by 
being a better member of the De- 
mocracy of the United Nations (and 
that democracy includes Russia). 

Also I think they are damned fine 


advertisements for their sponsors. | 
It would do no harm for every) 
advertiser to measure his copy by} 
such high standards of service to 
civilization—there are sales in such 
messages. 


AMos STOTE, 
New York. 


vgwyY 
Asks Retailers to 
Speed Tin Salvage 

To the Editor? We are requesting 
your cooperation in making all re- 
tailers aware that they are required 
by provisions of War Production 
Board Conservation Order M-115 
to return to the government all col- 
lapsible tubes collected by them. 
for the reclamation of tin and other 
metals for war purposes. It is es- 
sential that the Tin Salvage Insti- 
tute, the agency appointed to re- 
claim the tube metals, receives 
every tube which can be collected. 
This agency is in operation and is 
reclaiming about three tons of tin 
per day. There is a large quantity 
of metal available in the hands of 
the public and you are urged to ex- 
tend every effort to increase the re- 
turn of used tubes. Tin salvage 
bears an importance to the war pro- 
gram far greater than the layman 
realizes. 

Wholesalers of tube-packed prod- 
ucts have been doing an excellent 
job in returning to the Tin Salvage 


Institute, Hillside, N. J., all of the 
tubes received by them. Coopera- 
tion of retailers, however, has not 


been equally as good. 

Retailers located outside of whole- 
salers’ free delivery areas appar- 
ently do not understand that it is 
their duty to ship the empty tube 
which they have collected to their 
nearest wholesale druggist in lots of 
five pounds or more, transportation 
charges collect. Retailers with tube 
collections weighing 100 pounds or 
more should make shipment direct 
to the institute, freight collect. 

Of course, common carriers are 
not soliciting stores for empty tubes. 
It devolves upon the retailers them- 
selves to prepare, address and ship 
the tubes to their respective whole- 
salers, or to the institute 

Retailers are not the only 
cies collecting tubes 
Scout organizations, 
groups, and others 
may be holding 
taken belief that 


agen- 
Churches, Boy 
Red Cross 
many 
tubes in the mis- 
they will be abl 
to sell them. Such hopes are futile 
because under the law no one 
allowed to purchase used tin tubes. 
The resulting delay in flow-back of 
the metal operates as a drag on the 
war program. You can render an 
important service in this connection 


In cases 
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This is apparently a ‘‘first'—the ‘phone 
wire extension across the top of page to 
connect two advertisements for Holly- 
wood bread, appearing in October 
issues of the Fawcett women's group. 


by encouraging enterprising retail- 
ers to approach such organizations 
with the idea that it would be a 
patriotic gesture to give these tubes 
to the government at once, via the 
retailer. 
EATON V. W. READ, 

Chief, Wholesale & Retail Pol- 

icy Section, Services Programs 

Branch, Office of Civilian Sup- 


ply, Washington, D. C. 
v v v 
Key-Kans for Victory 
To the Editor: We are writing 
you about one of the greatest as- 
sociation - operated patriotic drives 


ever staged on this continent. 
Briefly, here are the facts: 

From Sept. 17 to Oct. 1, the paper 
industry of America, represented by 
the Paper and Twine Club, is going 
to ask Mr. and Mrs. U. S. A. to give 
all their old keys to Uncle Sam for 
ships, tanks and fighting machinery. 
Mind you, we are not asking foi 
metal, but only for keys. We want 
12,000,000 pounds of nickel silver 
for the Navy. That's news. Flai 
keys of the Yale and Corbin type 
are nearly 80 per cent nickel silver. 
These keys will be sold to local 
dealers and the net proceeds will be 
presented to the USO. In othe: 
words, it is a non-profit, patriotic 
drive from beginning to end. 

We have planned to place 2,000,- 
000 attractive cardboard Victory 
KEY - Kans wherever there are 
crowds in classrooms, theaters, 
post offices, retail stores, factories, 
offices, ete. As they are filled, they 
will be replaced and replaced until 
the night of Oct. 1. 

Multiply the possible 2,000,000 
KEY-Kans by pounds and you 
will have a fair idea of the amount 
of fighting metal we can collect. 

Quite an undertaking? Certainly 

but a vital one that will need 
our full strength. 

We want to help Uncle § 
this war We want to 
USO. Will you help us? 

E. J. DURKIN, 

President, Paper and Twine 

Club; Campaign Headquarters, 

Tanglefoot Company, Grand 

Rapids, Mich. 
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Army and Navy 
Policy Statement Due 
To the Editor: 
the Treasury 
toward 


With reference to 
Department's attitude 
advertising as a legitimate 
and proper business expense and 
the fact that this gives advertising 
expenditures the “green light” 
far the tax collector con- 
cerned, unfortunately it does not 
seem to have the same effect when 
it comes to allowance of advertis- 
ing as a legitimate and proper busi- 
ness expense in figuring the 
of renegotiated contracts with 
War Department. 

We do not know what can be done 
about it, but we do not see why the 
“Green Book,” which is supposedly 


as 


as is 


costs 


the 


the guide for both the Army and 
Navy, since their names appear on 


sidering allowable advertising ex- 
penses on renegotiated contracts. 
L. C. BLAKE, 

Advertising manager, Curtis 

Mfg. Company, St. Louis, Mo. 

[Editor’s Note: Mr. Blake’s letter 
was written before Sept. 14, when 
ADVERTISING AGE reported that the 
Army, Navy and Maritime Commis- 
sion, in collaboration with the 
accounting advisory branch of the 
War Production Board and _ the 
Office of War Information, are put- 
ting the final touches on a _ policy 
statement regarding advertising cos! 
allowances. Release of the state- 
ment is anticipated shortly. | 


v v v 
Getting It Straight 
To the Editor: In reference to | 
your article concerning Peter Hand 


Brewing Company’s dated draft 
beer in half-gallon bottles (ADVER- 
TISING AGE, Sept. 7), I believe you 
have misquoted one fact. Labels for 


bottles are dated as per day of bot-| 
|The ads are illustrated mostly with 
| woodcuts 
com- 


tling and not as per day of brew- 
ing, as you stated. 


This is the practice of our 


Offers Old Ads 


v,vyY 
OK'd by the Best! 

To the Editor: Enclosed is a clip- 
ping from the Aug. 25 issue of 
Chemical and Engineering News, 
which shows how the top line of the 
Jones Motorola advertisement 
“OK’d by the Best!” appears to fol- 
low our top line, “Edwal Special 
Chemicals.” Unconsciously, the 
man who made up the paper hit on 
the truth. With more than 85 per 
cent of Edwal’s production going 
toward the war effort, our chem- 
icals are indeed “OK'd by the Best.” 

Ropert L. Hurst, 

Sales Manager, The Edwal Lab- 

oratories, Inc., Chicago. 
v 


To the Editor: I have several 
thousand old advertisements which 
appeared from 1851 to 1911. I buy 
old newspapers and periodicals for 


| special subjects, and all my custom-_ 


ers want are the subject material. 


and linecuts, with some 


halftones. I hope someone may find 


P. J. CLEAVEs, 
46 Chatham street, Lynn, Mass 
v v v 


Letting Off Steam 

To the Editor: Two years of se: 
ice life can’t take the urge to w: 
away from the copy man. In ¢: 
you ever wondered what effect t! 
toils of war might have, I’m enck 
ing a copy of a column written o 
evening when the job of maki: 


bomb-aimers and air-gunners \ 
dragging a bit. 

As you will see, these “P: 
Sketches from a Service Diary” a} 
peared in the “Fly Paper,” pul 
lished by the Jarvis Record. Ti! 


author covered a lot of groun 
from Niagara to Saskatchewan, wit 
the gunnery and bombing aircra!: 


of the Royal Canadian Air Force. 
I wonder if other admen in t! 
forces and at a job far remove 


from the pen ever let off steam th 
way” 
Sct. G. A. GAMBLE, 
Military P. O. 207, No. 1 Bomb- 
ing & Gunnery School, Jarvis, 
Ont. 


Working and Paying.... 


Boston 

philadelphie 
Baltimore 
St. Louis 


ee 
eo? 


Advertisers 


_ the following facts 
1. 
LION DOLLARS’ 


weekly! 


2. 


for Uncle Sam 


wishing to concentrate fall and 
winter effort where advertising investment will 
pay highest dividends, cannot afford to overlook 


about Detroit: 


More than 550,000 hourly paid factory workers in 
the Detroit area are now producing nearly 14 MIL- 
worth 
Number of workers and production is increasing 


of war materials daily! 


Detroit files more income tax returns per 1,000 
population than any other major city in America, in- 
dicating a wide distribution of income, also sub- 
stantial income for a large number of people. 


To these pertinent facts about the market must 
be added the ease and economy with which 
Detroit can be covered. The Detroit News, by 
itself, will deliver your message to 63.8% of al! 
the city zone homes taking any newspaper regu- 
larly. The News also offers the advantage of the 
largest A.B.C. recognized home delivered circu- 
lation of all newspapers in America. 


Total average net paid circulation for six-month period 
ending March 31, 1942: 


WEEK-DAYS— 380,495 SUNDAYS— 459,479 


The Detroit News | 


| WEEKDAYS 
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PAUL MCNUTT 


BYRON PRICE 


ADM. H. R. STARK 


MILO PERKINS 


WAYNE COY 


JAMES L. FLY 


JAMES V. FORRESTAL 


LOWELL MELLETT 


LEON HENDERSON 


JESSE JONES 


ADM. ERNEST J. KING 


Anything to say to thes 


They are all subscribers or regular readers of 
TIME...and so are almost two thirds of all the 
other key men in their departments. 


I YOU NEED to reach Washington top men to- 
day (and who doesn’t?) with a public-rela- 
tions story or the facts about a product or a 
service, the place to do it with the utmost speed 
and prestige is in TIME. 
For time is read by more key executives in 
the Government than any other magazine —no 


matter how large its general circulation figures 


may be. (Evidence on request.) 

You'll find new light on reading habits amone 
the nation’s top executives in the new booklet 
“TIME in Washington.” It’s a valuable depart- 
ment-by-department listing of TIME’s subscrib- 
ers and regular readers in the 13 most impor- 
tant government agencies in Washington* (com- 
piled from a check of TIME’s galleys and 
personal telephone surveys by Crossley and 


Hooper-Holmes). 


We'll be glad to send extra copies of “TIME in 
Washington” with figures revised to Aug. 10, 


LT. GEN. HENRY HH. ARNOLD 


Ss SKS ¥ # ? 


CLAUDE R. WICKARD 


HARRY HOPKINS 


DONALD M. NELSON 


FRANCIS BIDDLE 


gentlemen? 


1942. Write or call Shepard Spink, TIME & LIFE 
Building, Rockefeller Center, New York. 


TIME 


—THE WEEKLY NEWSMAGAZINE 


TIME’s circulation in Washington has jumped 
30 since last December. The ABC statements 
for the first half of 1942 show TIME’s circulation 
there 24.9% greater than the next five execu- 
tive magazines combined. 
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Newspaper Admen 
to Assist OPA 
in Retail Drive 


Washington, D. C., Sept. 16.— 
Newspaper advertising salesmen 
throughout the country will shortly 
undertake an intensive and impor- 
tant selling job—the task of urging 
retailers to do everything in their 
power to make price control work 
for their own benefit and that of 
their customers. 

The drive will be undertaken by 


members of the Newspaper Adver- the auction that occurs when 86| sales 


tising Executives Association in 
cooperation with the commercial 
relations department of the OPA 
consumer division. The program 
has been developed jointly by Wil- 
liam Ellyson, Jr., advertising direc- 
tor of the News Leader and Times- 
Dispatch, Richmond, Va., presiden.: 
of the association; Don Bernard, 
advertising director of the Wash- 
ington Post, and Wroe Alderson of 
the OPA. 

Keystone of the campaign is a 
sales presentation, “Price Ceilings 
and the Retailer,” developed by Mr. 


Ellyson and Mr. Bernard, which is| 


designed to translate the problem of 
inflation, and the operation of price 
|controls, into simple, graphic form. 

Outlining in “Dollars and Sense”’ 


billion dollars in spending money 
bids for 69 billions in goods, the 
presentation scoffs at the “It Can’t 
Happen Here” attitude with a re- 
minder of the “Not Worth a Conti- 
nental” phrase that proved apt after 
the Revolution. 

Emphasizing that while price con- 
trols “pinch the retailer,” inflation 
“destroys the retailers,” the presen- 
tation points out that retailers were 
the first and worst sufferers during 
Germany’s inflation after World 
War I. 

A four-point program is urged 
upon the retailers: 1. Post ceiling 
prices so that they must be noticed; 
2. Talk up ceiling prices; 3. Let the 


world know you're helping; and 4.|;the guidance of the 


Take full 


appeal whenever you 


below ceiling prices. 

According to Mr. Ellyson, the fate 
of the newspaper is irretrievably 
wrapped up with that of the re- 
tailer, and newspapers and national 
advertisers are protecting their own 
interests by helping retailers to sell 
themselves to the public as “sol- 
diers in the battle against inflation” 
instead of becoming targets for 
charges of “chiseler’” and possible 
violence in the event of runaway 
inflation. 

The Government Printing Office 
is now printing copies of the pres- 


entation for nationwide distribution | 


to newspaper ad salesmen, who will 
shoulder the responsibility, under 
NAFA, of 


advantage of the extra! explaining the problem to the mer- | 
sell chants in their own language. 
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WE PLACE THIS READY MADE AUDIENCE RIGHT IN THE PALM OF YOUR 


HAND ...A PARTICIPATION IN A SPECIFIC 15 MINUTE PERIOD (ACROSS THE 


BOARD) WHICH ACCORDING TO THE HOOPER “CONTINUING MEASUREMENT 


OF RADIO LISTENING REPORT,” (DECEMBER THROUGH APRIL) OF 8 BOSTON 


STATIONS, COMMANDS 22% OF THE ENTIRE LISTENING AUDIENCE. 


IT TO BE THE BEST BUY 


© This time is subject to 
prior sale, of course. 


WE BELIEVE 


IN THE COUNTRY’S FOURTH LARGEST MARKET. 


—— 


Study Permanency 
of Wartime Shifts 


in Population 


Chicago, Sept. 17.—Will the thou- 
sands of in-migrant workers and 
their families that have been filling 
up our war production areas largely 
|re-migrate after the war? Or w 
they tend to remain as permane: 
population growth of the citic 
affected? The Society of Industri: 
Realtors hopes to find the answer 
through its newly-formed post-w 
industrial plant commission, which 
has opened a factual study of pas: 
big emergency population move 
ments into American cities to find 
clue to what may be expected. 
| The society’s commission and the 
| parent National Association of Re: 
| Estate Boards will study before- 
and after-Census figures for citi« 
having previous sudden huge in-mi- 
grations at a time of crisis to ascer- 
'tain how far the influx of ne\ 
/population remained as permanent 
growth. Working cooperatively witn 
government agencies concerned 
with post-war readjustments and 
with other business groups no 
helping to formulate post-war plans, 
the commission will study what 
should now be done toward a sound 
post-war industrial pattern and 
sound growth pattern for America: 
cities. An important part of its cur 
‘rent study will be consideration o! 
the major population redistribution 
which occurred in 1940 and 1941 
and has only recently begun t 
taper off. 


I] 
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Gauen Heads New 
Nash-Kelvinator Bureau 


Richard E. Gauen has been ap- 
pointed director of Nash-Kelvin- 
ator Corporation’s press bureau, 
formerly under supervision of the 
company’s agency, Geyer, Cornell 
& Newell, Inc., but now set up as 
a direct Nash-Kelvinator operation 
Mr. Gauen, formerly with Geyer, 
Cornell & Newell, was _ identified 
with Nash-Kelvinator press rela- 
tions at the agency from 1939 to 
late 1941. Prior to that, he was 
with J. Stirling Getchell, Inc. 

Under the new organizational set- 
up, the press bureau becomes a 
part of the Nash-Kelvinator public 
relations operation, headed by H 
G. Little, director of advertising 
and public relations. Howard Hal- 
las, who in the past has specialized 
on Nash Motors. publicity, will 
work on the overall corporation 
publicity. 


Maytag Advances Vance 


Robert E. Vance has joined the 
executive staff of the Maytag Com- 
pany, Newton, Ia., as assistant to 
the president, Fred Maytag. Mr. 
Vance began as a retail salesman 
for the company in 1925, and since 
the death of E. H. Maytag in 1940, 
has been secretary to the estate ex- 
ecutors. 
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Again, in the October j issue, Womaits Home 
‘Companion dominates its field with sec 
“= With a solid latin of five smashieg bleed 
pages on food and nutrition. 

In this issue’ also, Good Looks has ieen. 


expanded to three features—and all other 


| regular Companion Service features—sacb 

“as interior decorating fashions, home main 
tenance, children—appear in full foree as 
usnal, many in-full color, = 
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KODACHROME BY VICTOR KEPPLER 
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BUFFET FOR TEN 


*City chicken 
Cranberry-orange relish 
Baked acorn squash 
Cold broccoli with tomato mayonnaise 
Buttered Parkerhouse rolls 
Fruit Crackers Cheese 


*Put alternate cubes of pork and veal 
on skewers; roll in seasoned flour; 
brown in hot fat, place in casserole 
with litthe water, cover and cook in 


oven (350 F.) about | hour, 


DINNER FOR FOUR 


*Country casserole 
Red cabbage slaw 
Corn bread and butter 
Milk 
Taffy apple pie with cream 


*Brown cross-cut slices of beef shank 
with diced onion in hot pan; add a 
little water; cook covered until ten- 
der, about 2 hours. Add vegetables 
during last half hour: carrots, onions 
and kohlrabi, or potatoes. 
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WE CAN BUILD 
ALMOST ANYTHING 


says HENRY A. WALLACE 


Vice President of the United States 


e Now the health of the harvest is in the 
markets. Menus planned on October's plenty 
have an exciting appeal for everybody. Parties, 
dinners can be full of vitamins and vigor. 
Country-style menus with their generous 
portions of seasonal foods, milk, hot breads, 
not only build strength but give a look of 
warm-hearted plenty. 
Marketing is a top job for the army of patri- 
otic women behind the lines. Patriotic buying 
keeps its eye on rationing—on local abundance 
—on military priorities. Patriotic buying en- 
courages the purchase of strength-giving nu- 
tritional foods. 
Government charts and Our Daily Food 
call for milk and cheese, butter, eggs, cereals é 
and bread, citrus fruits and tomatoes daily. 
Also three other inclusive food groups. " 
Use the pictures (right) as your variety guide. 
From the nutritional standpoint these foods 
may be fresh, canned or quick-frozen, 


Buy green, yellow and leafy 
vegetables every day 


@ One or more servings a day. Leafy vegeta- 
bles give you more for your money when 
green, tender, unwilted. Choose Brussels 
sprouts that are firm, untrimmed; broccoli 
- with compact and green heads; short crisp 
8 stems. Carrots should be firm, thin-skinned, 
»~ long and even. Acorn and Hubbard squash, 
~ Ae yellow turnips and sweet potatoes are a better 
J buy if firm, heavy for their size. 


Adventure in menus with new 
meat cuts, fish and poultry 


@ One or more servings a day. Luckily the 
cost of meat has little to do with food value. 
Less-known cuts often give the most. Bone 
and fat raise the cost per pound. Lamb 
shanks and shoulder chops, chopped beef and 
short ribs, pork hocks and spareribs, veal 
! shoulder and veal kidneys are delicious. 
Whole fresh fish should have moist skin, 
firm fins and tails, clear bright eyes. Fillets and 
slices should smell fresh, be firm. When quick- 
frozen, they should be solid and are a fine buy. 
All poultry should be plump and well ABOVE: MEAT, FISH AND POULTRY 


rounded, with smooth pliable skin, flexible : 
feet and legs. There's a trend toward ready- SS ~\ 


dressed cut-up chickens in regular and quick- \ 


frozen forms. No waste there. 


s 


Include October's rich harvest 
of other vegetables and fruits 


e@ Two or more servings a day—one raw. In 
cauliflower, choose a white tightly packed spot- 
less head with fresh green leaves. Eggplant 

must be smooth-skinned, heavy for its size. 
Kohlirabi over two inches is apt to be woody, 
All melons should be heavy; if ripe have a 
fragrant odor. Potatoes, white turnips, 

parsnips and beets need to be smooth, firm, 
uniform in size. Saves cooking time. Buy 
beets with stems on. Choose unbruised plums 
and pears. Ripe fruit perishable. Green fruit 
may be ripened in a cool dark place. Buy 
apples with smooth skins. Of the forty va- 
rieties, Jonathan, Northern Spy and Baldwins 
are coming in for pies, sauce and eating. 


Home Service Center 
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KODACHROME BY VICTOR KEPPLER 
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LET'S CONCENTRATE 
ON THINGS THAT 
ARE MORE 
PLENTIFUL 


Leon Henderson 


Office of Price Administration 


fa 


1. WHEN PUZZLED TALK !T 
HOOD MARKETMAN 


ae 
2. REMEMBER, EACH STORE 

HAS ITS OWN PRICE 
CEILING 


For balanced nutrition, 
add to menus 


the milk pitcher, 

whole wheat or 

enriched bread, 

3. YOUR DOLLAR'S WORTH the juice jug when 
DEPENDS ON QUALITY you wish 


Al 


4. BUY ONLY WHAT YOU 
NEED. DONT HOARD 


OVER WITH YOUR NEIGHBOR 4. 


ins iy F 7 a ; 


a sauce of 2 tablespoons vinegar, | tablespoon 

sugar, 4% cup ketchup and | teaspoon salt, or 
use a bottled barbecue sauce. Place spareribs (3 
to 4 pounds) inner side up in large shallow baking 
pan; spread with half of sauce. Bake in moderate 
oven (350° F.) 45 minutes; turn ribs over, spread 
with remaining sauce; bake 45 minutes longer. 
Makes 6 servings. 


Gs sstce or baked with barbecue sauce. Make 


Cauliflower greens (saved from yesterday's cauli- 
flower). Remove ribbed leaves from cauliflower. 
Cut off outer strings from the ribs and discard any 
parts of the leaves that are old and tough; slice 
crosswise. , Pare the center stem (heart) left afte: 
head has been separated into flowerettes; cut in 
small pieces. Cover all with boiling salted wate: 
and cook covered about 40 minutes or until tende: 
(longer cooking than is usually advised for vege- 
tables is needed for these leaves). Drain, add but- 
ter. Makes 4 servings. 


Broiled fish fillets. Many varieties of fish lend 
themselves to broiling. If quick-frozen fish is used 
prepare according to directions on package. Allow 
about ¥; pound fillets or 4% pound whole fish per 
person. Place fish on greased broiler pan, brush 
with butter, sprinkle with salt, pepper and lemon 
juice. Broil 2 inches from heat, about 10 to .5 
minutes or until well browned. 


Corned beef hash. Combine equal parts cooked 
corned beef coarsely chopped with cooked and 
chopped potato. Add as much finely chopped 
onion as desired, enough top milk or light cream 
to moisten and salt and pepper to taste. Turn into 
hot frying pan containing small amount fat, 
spread evenly. Cook over low heat until brown 
on underside. Fold over like an omelet and serve 
at once with chili or thick condiment sauce. 


Veal Kidneys in White Wine 


Veal kidneys, 4 

Butter or fortified margarine, 2 tablespoons 
Onion, diced, 4 cup 

Carrot, shredded, ‘4 cup 

Flour, 2 tablespoons 

White wine, dry, | cup 

Water, I cup 

Salt and pepper 


Slice kidneys (fat removed) crosswise in Y4-inch 
slices. Brown lightly in butter with onion and 
carrot; stir in flour. Add wine and water slowly, 
Stirring constantly. Add salt and pepper to taste. 
Bring to boil and simmer slowly 10 minutes. 
Makes 4 to 6 servings. 


Smothered ch 
Mashed yellow 


Prune chili 


*Baked spi 


*Ve , 
Peas and cauli 


*Broiled fish fil 
Broiled tomatoe 


Apple betty 


*Corned beef 
Gard 


S 
Fresh shrimp: , 


ee: 
Fat salt pork 4 
Onions, dice , ae 
Potatoes, cu 77 
Bay leaf and ° 


Milk, scalded, 
Cod fillets, cv 


Cook shri § 
drain, reserv 
kettle, add o1 
and broth. \\ 
and peeled cl: 
flour to thic ¢ 
Pour chowde 
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Lamb Shanks and Curried Rice 


Lamb shanks, medium-sized, 4 to 6 

Fat, 2 tablespoons Curry powder, ' teaspoon 
Salt, 1 teaspoon Onion, diced, 1 cup 
Pepper, 4 teaspoon Red sweet pepper, diced, 1 
Water, hot, 3 cups Rice, uncooked, 1 cup 


Brown shanks in fat, place in roaster, add salt, 
pepper and | cup of the water. Bake covered in 
moderate oven (350 F.) | hour. 

Remove shanks, add remaining water and curry 
powder to liquid in pan, mix. Then add onion, 
pepper, washed rice. Place shanks on rice; bake 
covered | hour longer or until shanks are tender 
and rice has absorbed most of liquid. Makes 4 to 
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WE BY THIS SECOND SPREAD ON BUYING 


ho fll lhe 


RUEHL 


(‘itor 


Wartime buying considers whole country’s best interests and keeps a pro- 
tective eye on the overall health of the national dinner table 

Big values come with every purchase: Stamina. Vitality. Swifter victory 

Explore food varieties, less-known meat cuts, new packaging 

Keep the menu pattern fresh, flexible, workable 

Discuss available supplies, good values, ceilings and price information with 
your marketman 

Learn more about quality, grades, food values, flavors 

Buy reliable brands. Read labels. Watch for sales. Buy in season 

Style note: The mainstay dish. Illustrated here are four new ones: hearty, 


appealing, with the sturdy punch of country fare 


ae 


6 servings. 


Moderate Cost Menus 


Smothered chicken Boiled noodles 
Mashed yellow turnip Grape jelly 
Mixed green salad 

Prune chiffon pie in crumb crust 


Hot vegetable soup 
“Baked spareribs Sauerkraut 
Baked sweet potatoes 
Pineapple walnut salad 


Salad bowl 
*Veal kidneys in white wine 
Peas and caulifiowerettes Hot crusty rolls 
Almond Spanish cream 


*Lamb shanks and curried rice 
Pickled watermelon rind 
*Cauliflower greens 
Pear and plum compote Cupcakes 


Boiled corned beef Horse-radish mustard 
Boiled potatoes in jackets 
Brussels sprouts 
Coffee jelly Light cream 


*Broiled fish fillets Lemon butter 


Broiled tomatoes Potatoes au gratin 
Combination salad 
Apple betty Custard sauce 
*Corned beef hash Chili sauce 


Green string beans 
Garden bowl (raw vegetables) 
Orange layer cake 


Sea-food Chowder 


Fresh shrimps, +4 pound 

Fat salt pork, diced, ) cup 

Onions, diced, ' cup 

Potatoes, cut in '4-inch cubes, 1 quart 

Bay leaf and chopped parsley 

Milk, scalded, 3 cups 

Cod fillets, cooked in salted water, 1 pound 


Cook shrimps in 3 cups salted boiling water; 
drain, reserve broth. Try out salt pork in large 
kettle, add onions, potatoes, a bay leaf, parsley 
and broth. When potatoes are tender, add milk 
and peeled cleaned shrimps cut lengthwise. Add 
flour to thicken if desired. Simmer 5 minutes. 
Pour chowder over cooked fish and serve at once. 


Low Cost Menus 


*Harvest steak 
~ Mashed potatoes 
Grated carrot salad 
Ss Steamed molasses pudding Foamy sauce 


“Broiled lamb patties and potato slices 
Spinach and white turnip cubes 
Cinnamon apples with raisin filling 


Oatmeal cookies 
> Vegetable juice 
*Braised beef heart Spiced grapes 
ss Parsley potatoes Stewed tomatoes 
Pumpkin pie 


*Macedoine casserole 


~ ( nt, tomato, beef) 
x = 


String bean salad with cheese dressing 


Cottage pudding Butterscotch sauce 


*Ham and lima hot pot 
Buttered kale 
Ry Raw carrot relish 
SS Strawberry rennet 


*Sea-food chowder 
~ Toasted whole wheat bits Pilot biscuit 


Orange salad bow! 
Old English cheese 


Tomato soup 
Sliced cold ham 
SS Mixed vegetable salad Hot biscuit 
Glazed peach halves Cookies 


Onions, sliced, 2 


Ham and Lima Hot Pot 


Dried lima beans, 1 pound 
Prepared mustard, 4 cup 

Sugar or molasses, 3 tablespoons 
Black pepper, 4 tablespoon 


Smoked ham (shoulder or half) 4 to 5 pounds 


Wash beans and soak overnight in heavy kettle 
in water to cover. Next day add more water to 
cover or if ham has been parboiled use ham broth. 
Add seasonings and onion, mix. Place ham on 
beans and bake in moderate oven (350° F.) | hour. 
‘4 Remove ham rind, bake | hour longer or until 
ham is tender and beans absorb liquid. Makes 
6 servings and enough ham for another meal. 


Home Service Center 


round or rump steak cut | inch thick with 

Y, cup seasoned flour, brown on both 
sides in | tablespoon hot fat. Add 4% cup diced 
onion, | cup celery cut in 44-inch pieces, 4 green 
tomatoes quartered, 4 sweet red pepper, sliced, 
Y% cup boiling water and leftover flour. Cover ; 
simmer about 14% hours. Makes 4 servings. 


Heer e STEAK. Dredge 1% pounds 


Broiled lamb patties and potato slices. To 1'4 
pounds ground lamb add 4 cup milk, 4% cup dry 
bread crumbs, | tablespoon bacon drippings, | 
tablespoon chopped parsley, 2 teaspoons grated 
onion, | teaspoon salt. Mix lightly with fork; 
form into 8 patties. Place on broiler with slices 
of parboiled potatoes, broil slowly 3 inches from 
heat 6 to 8 minutes on each side. 


Braised beef heart. Wash heart in warm water, 
remove arteries and veins; trim off excess fat. 
Fill center cavity with sliced onions and parsley; 
fasten with skewers. Roll in flour, brown on all 
sides in hot fat in a heavy kettle. Add small 
amount of water, salt, pepper and 2 cloves garlic. 
Simmer covered about 244 hours or until tender, 
turning occasionally and adding water as neces- 
sary. Thicken gravy. Makes 6 to 8 servings. 


Macedoine casserole (using leftover beef heart). 
Cut | medium eggplant into slices ¥ inch thick; 
sauté slices in 4 tablespoons butter or margarine; 
remove eggplant. In same frying pan cook slowly 
until soft Ys cup each chopped green pepper and 
onion. Add 2 cups stewed or canned tomatoes 
and | teaspoon salt. Arrange in alternate layers 
in 2-quart casserole eggplant, tomato mixture, 
1% cups ground beef heart (or other cooked 
meat) and 4 cup dry bread crumbs. Top with 
crumbs ; dot with butter. Bake in moderate oven 
(375° F.) 35 to 40 minutes. Makes 6 servings. 
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| Admen in the 


Armed Forces 


Allan Marin, sales and advertis- 
ing manager of Dr. Peter Fahrney 
& Sons Company, Chicago, has been 
commissioned a second lieutenant in 
the Army air forces. 

T. H. Gavin, advertising manager 

fc the shoe polish division of 
Hecker Products Corporation, In- 
dianapolis, has been commissioned 
a first lieutenant in the Army air 
forces and assigned to Miami Beach, 
F) i, 
B. N. “Brad” Robinson, director 
of the sports department of Knox 
Reeves Advertising, Minneapolis, 
has entered the Army as a first lieu- 
tenant. He has been assigned to 
the basic flying school at Bain- 
bridge, Ga., and detailed to the of- 
fice of the post intelligence officer. 
Earle Kenneth Pottle, formerly ac- 
count executive with the agency, 
has been promoted from lieutenant 
to captain in the tank corps. He is 
stationed at Ft. Bragg, N. C. 

Cc. E. McKinney, Davis and Mc- 
Kinney, Erie, Pa., industrial adver- 
tising agency, has been commis- 
sioned a captain in Army air forces. 

Roy Olmstead, formerly advertis- 
ing manager of the Kenny Press, 
Newark, N. J., is now with the 
Army air forces. He is stationed at 
St. Petersburg, Fla. 

Ensign Hugh L. Lucas, formerly 
an account executive for Hoffman & 
York, Milwaukee, is now security, 
welfare and division officer for the 
Navy’s school for radio and signal 
men at the University of Chicago. 

J. E. Spence, secretary-treasurer 
of O. J. Willoughby, Atlanta, Ga., 
publisher of Southern Funeral Di- 
rector and Refrigeration, has gone 
on active duty as an ensign in the 
Naval reserve. 

A. S. Loyless, formerly publisher 
of National Carbonator and Bottler 
and Laundryman’s-Cleaner’s Guide, 
is now on active duty with the 
Army air forces as a first lieutenant. 
Lt. Loyless has held a reserve com- 
mission since 1928. 

Robert A. Richardson, formerly 
director of public relations for the 
Oil Burner Institute, New York, has 
accepted a commission as first lieu- 
tenant in the Army air forces and 
reported to Miami Sept. 19. He was 
formerly Kansas City manager for 
J. Stirling Getchell, Inc., and an 
account executive in the Chicago 
office of J. Walter Thompson Com- 
pany. 

Irvin H. Baltzer, art director of 
the Conner Company, San Fran- 
cisco, has been commissioned a lieu- 
tenant (jg) in the Navy and tem- 
porarily assigned to Treasure Island, 
Cal. 

Scott S$. Smith, Jr., vice-president 
of Critchfield & Co., Chicago, has 
been commissioned a lieutenant in 
the Coast Guard reserve and or- 
dered to active duty in Washington, 
Dm < 

Ray Rogers, account executive for 
the San Francisco office of Lord & 
Thomas, has joined the Army. 

Robert J. McBrinn, publisher of 
the Review-Courier, Alva, Okla., 
youngest daily newspaper publishe 
in the state, has enlisted in the 
Army. 


volunteer specialist. 
had previously been made for Lt. 
Elson to cover the World’s Series, 
and had he remained in civilian life, 


this year’s series would have been! 


his thirteenth. 

Don O’Brien, sports broadcaster 
for WNAX, Sioux City-Yankton, 
S. D., has been commissioned an 
ensign in the Naval reserve. He 
|reports for active duty Oct. 5 at 
| Princeton, N. J., after winding up 
his baseball schedule. 

Frank J. Mullen, newly-appointed 
vice-president of Liberty and in 
charge of the Detroit office for the 
| publication, has been commissioned 
a first lieutenant in the Army air 
,forces, and will report to Miami, 
Fla., Sept. 30. 

Raymond H. Dower, advertising 


Arrangements 


copywriter for the Hartford Cour- 
ant, has received a commission as 
first lieutenant in the Army air 
forces. 

Raymond E. Jones, Jr., member of 
Compton Advertising’s radio de- 
partment, New York, has joined the 
Army. 

David E. Rothschild, account ex- 
ecutive of Oswald Advertising 
Agency, Philadelphia, has enlisted 
in the Army as a volunteer officer 
candidate. 

Erling Larsen, formerly advertis- 
ing manager, special products di- 
vision, The Borden Company, New 
York, has joined the Army. Cor- 
nelius Luehs, assistant in the com- 
pany’s general advertising depart- 
ment, has joined the Navy. 

George Brodsky, of George Brod- 


sky Advertising, Chicago, has been 
commissioned a first lieutenant in 
the Army air forces. 


Heads Pulp Association 

E. Howard Smith, vice-president 
of the Howard Smith Paper Mills, 
Montreal, has been elected president 
of the Canadian Pulp and Pape 
Association, succeeding R. L. Wel- 
don, who has been appointed news- 
print administrator of the Canadian 
government. 


Fish Joins ‘Liberty’ 

Paul Fish, formerly with Cosmo- 
politan in Detroit, has joined the 
Chicago staff of Liberty. New of- 
fices, with R. W. Richardson in 
charge, have been opened in Room 
618 of the Wrigley building. 


N. M. Gampfer Advanced 


Nelson M. Gampfer, formerly 
advertising manager of William S. 
Merrell Company, Cincinnati manu- 
facturing pharmacist, has been ad- 
vanced to general sales manager, 
succeeding Walter G. Hodge, who 
resigned because of ill health. 
George W. Orr, Jr., Mr. Gampfer’s 
assistant, will succeed him. Arthur 
M. Holmes, formerly with Parke, 
Davis & Co., has been named assist- 
ant to President Thurston Merrell; 
and Charles R. Meyers, formerly 
with Merck & Co., has been name: 
assistant sales manager in charge ot 
distribution. 


‘Mowat Named V. P. 


George G. Mowat has been 
elected vice-president of the Glid- 
'den Company, Toronto. 
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e@ In May 1919 our Navy's NC-4 startled the world with the 
first flight across the Atlantic. Today The Glenn L. Martin 
Company's 70 ton Mars carries huge cargoes at tremendous 
speeds and is capable of traveling to Europe and back without 
taking on additional fuel... NOW even larger Air Ships are 
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being planned for the future. 


It was in step with this American habit of shattering tradi- 
tions that #7 1935 Consolidated introduced enamel coated paper at 
uncoated prices and brought quality printing on coated paper 


within the easy reach of every advertiser. 


in Martin's 70-ton Mars 
Astounds Entire World 
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eTOMORROW... 
may bring Cargo Planes 5 to 
10 times the size of the Mars 


AT UNCOATED PAPER PRICES 


Stanley Schlenther, formerly 
account executive in the Kansas @ Many advertisers whose appropriations have been curtailed that Consolidated Coated costs no more and in some cases less than 
City office of Beaumont & Hohman, 


| face a serious problem. With less money to spend, it might uncoated stocks... but does immeasurably increase the appearance 
has been commissioned a first lieu- . 2 


tenant in the air cargo division, air 
transport command, Army _ ail 
forces. He is stationed in Washing- 
ton, D. C. 

Frank R. Campbell, Jr., partner 
of Campbell & Reynolds, Chicago, 
has been commissioned a lieutenant 
in the Coast Guard. 

R. E. Lewis, sales correspondent 

the Akron offices of B. F. Good- 
rich Company, has joined the Navy 
as a chief petty officer. He will be 
assigned to the physical training 
Program headed by Lt. Comdr. Gene 
R. G. Burge, of the New 
York district sales office, is now in 
officers’ training camp. 

Bob Elson, one of radio’s best 
known sports announcers, and a 
Standby of WGN, Chicago, and the 
Mutual chain, has been commis- 
Sioned a lieutenant in the Navy. He 
reported to Great Lakes naval 
training station Sept. 14 as a deck 


seem inevitable that the quantity or quality of their catalogs, 
folders and booklets be reduced. Yet the low cost of Consolidated 


and sales appeal of their printed matter. 
. . . 
Coated makes this unnecessary. 

By standardizing on Consolidated Coated for their better as of Suen 4 guanes of Sanene 
dated Coated is almost certain to 
meet your specifications. Ask your 
paper merchant or printer, or write 
us for samples and figure for your- 
self how well Consolidated Coated 
can serve you. 


printing jobs, outstanding advertisers are saving enough on 
paper to make it unnecessary to cut either the quantity or quality 
of their printed pieces. 


FAMOUS BRayys 
PRODUCTION Glos. 


Other advertisers, whose limited budgets would seem to make aoe 


the use of a fine coated paper out of the question, have learned 


Tunney. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Four Modern Mills . . . All in Wisconsin 


SALES OFFICES 
135 $0. LA SALLE ST., CHICAGO 
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September 21, 1942 


Admen Brought Up 
to Date on Farm 
Market Situation 


Midwest Farm Papers 
Take Clinic Program 
to Advertisers 


Chicago, Sept. 15.—A group of 
several hundred advertising and 
agency executives was given a short 
course in farm operation and man- 
agement here yesterday when the 
Midwest Farm Paper Unit held a 
luncheon at the Chicago Athletic 
Association to present a “wartime 
farm market clinic.” 


Head clinician was former gov- 


Over 1,000,000 organized tenpin bowl- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 
various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an _ effective, 
consistent, advertising campaign in 


BOWLING. 
Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 


the farm,” she said, 
parable to the allowance for per-| 


ernor S. R. McKelvie of Nebraska, 
publisher of the Nebraska Farmer, 
and Horace Klein, publisher of The 
Farmer, St. Paul, and president of 
Midwest Farm Paper Unit; Dante 
Pierce, publisher of Wallaces’ Far- 
mer and Iowa Homestead and the 
Wisconsin Agriculturist & Farmer; 
and Burridge Butler, publisher of 
the Prairie Farmer, were likewise 
on hand to in the question 
period. 

Aided by an assortment of edi- 
torial staff members of these pub- 
lications, the farm paper publishers 
presented an informal discussion of 
current farm conditions and prob- 
lems, designed to bring advertisers 
and agency men up to date on the 
existing farm picture and the prob- 
lems which farmers are facing, as 
well as the manner in which they 
are meeting them. 


assist 


Income, Savings Up 


The general pattern was a simple 
one to state: farm output and farm 
income will reach record high levels 
this year, despite the shortage of 
manpower; and, deprived of many 
of their normal outlets for ready 
cash, farmers will do more paying 


| off of debts, more saving and more | 


purchasing of available commodities 


than they might if farm machinery, | 


building materials, etc., were freely 
available. 

Filling in this picture, Bess Rowe, 
farm woman editor of The Farmer, 
pointed out that farm women, who 
have always been important part- 
ners in the farm business, are be- 
coming more and more important as 
they take over a variety of tasks 
and duties formerly handled by the 
menfolk. She pointed out, too, that 


farm women will have more money | 


to spend this year, reporting that 
there will be an increase of about 
$28,500,000 in egg income on the 
farms of the eight Midwestern states 
served by Midwest Farm Paper 
Unit. “Egg and poultry money is 
almost always ‘woman’s money’ on 
“and is com- 


sonal spending which the city man 


gives his wife, aside from the money 
which is earmarked for running the 
home.” 

Labor Problem Serious 


Bill Foley, associate editor of The 
Farmer, told the group that farmers 
have solved the labor’ shortage 
problem far, but warned that 
things will be different from now on 
unless the trend toward inducting 
all single men on farms is stopped, 
and unless the additional draining 
of farm labor to fill factory needs is 
halted. If these trends continue, 
he warned, we face an actual short- 
age of food next year. 

But as for 1942, Mr. Foley said, 
“farmers have done fairly well on 
the labor front. By working longer 
and longer hours, by getting all the 
help possible out of women and 
younger children, and by working 
their machinery at a feverish pace, 
farmers in Minnesota managed to 
harvest the largest crop in history 
while employing only about one- 
half as many pay workers at the 
height of the harvesting season as 
they did in previous years.” 

Arthur Thompson, associate edi- 
tor of Wallaces’ Farmer, reviewed 
the place of wartime farm agencies, 
pointed out that farmers now are in 
much closer contact with a wide 
variety of government agencies 
ranging from the Agricultural Ad- 
justment Administration to the 
Rural Electrification Administration, 
and are getting more sound advice 
and guidance than ever before from 
these and other non-governmental 
farm organizations. He suggested, 
incidentally, that local AAA and 
other governmental farm organiza- 
tion offices are excellent points of 
contact for field men of manufac- 
turers and others who want infor- 
mation about local conditions and 
the “feel” of local problems. 


sO 


“They're In the Clover” 


Dave Thompson, editor of Prairie 
Farmer, pointed to the remarkable 
increases in farm efficiency which 
have come about through the use of 
more scientific feeding and growing 


THE IMPORTANCE OF RESEARCH 


~~ 


TROM GLACIERS TO GLIDERS 


* Budweiser me 


seater 


THE STORY OF BREAD 


towne es 


may well be called The Story of Civilization 
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Research used in making “the world's leading beer,’ Budweiser, has led to other 
important products, listed in the copy panels at the bottom of these ads, con- 


sumers are being told by 


Anheuser-Busch, St. Louis. 


methods, and declared that while 
problems abound for the farmer, 
they will see to it somehow that our 
armed forces and those of our allies 
all eat. 

Summing up, Mr. McKelvie as- 
serted that “the farmer is in high 
clover, with an income for the first 
six months of this year 48 per cent 
above last year. With this income 
he is paying his debts, buying war 
bonds, making investments — but 
very conservatively, without delv- 
ing into the speculative realm that 
hurt so many after the last war— 
and he is paying some, but not too 
much attention to luxury items.” 

The farm clinic moved on to De- 
troit, New York and Cleveland after 
its initial appearance here, to bring 
an up-to-date picture of the Mid- 
west farmer to advertisers and 
agency executives in those cities. 


Williams Awarded ‘E’ 

Williams Oil-O-Matic 
Corporation, Bloomington, IIl., has 
been awarded the Army-Navy “E,” 
for high achievement in the produc- 
tion of war equipment. 


| accounts: 


| the 


Agency Adds Four Accts.. 
Five Staff Members 


Hillman-Shane-Breyer, Los An 
geles, has added the following new 
Beneficial Casualty In- 
surance Company; Cohn-Hall- 
Marx, fabric mill, which has ap- 
pointed the agency to handle its ad- 


vertising in the Western state: 
area; Hollywood-Premiere Com- 
pany, manufacturer of women’s 


work clothes and general sports- 
wear; and Graff Mfg. Company 
blouse manufacturer. 

New additions to the staff in- 
clude Russell Reever and Sonny 
Day in the art department; E. Per- 
lin, production department; Martin 
Weinstein, radio department; and 
Harriet Crouse, who will head the 
publicity department. Jeanne de 
Garmo, who formerly headed the 
publicity department, has been pro- 
moted to account executive in the 
agency’s fashion department. 


Barnhart to Mathes 
Heating | 


Henry H. Barnhart, Jr., formerly 
a copywriter for Federal Advertis- 
ing Agency, New York, has joined 
copy department of J. M 
Mathes, Inc., New York. 


WILL THEY Love Ct IN CHICAGO 


** Tucson’’ CRONENBOLOT 


“Arizona” KRATOSKA 


“Captain Bob" CRAWFORD 


“Rod” 


ap 


“Tenderfoot’” COOL 


“Joe” 


> 


MAY 


STRAND 


AS THEY DID IN ST. JOE? 


No doubt about it. Getting the right program for a spot radio campaign 


is a problem fraught with headaches. 


For instance, how do you know a show that wowed ‘em in the sticks will 
click in the big city? And vice versa. Just because an act commands a super- 
Crossley in New York, can you bet money it will knock ‘em dead in Horner's 


Corners? 


There's one safe rule to follow. That's to pick a show that has already 
proved itself wherever you might want to put it . . . a show that has established 
its popularity by years of coast-to-coast broadcasting, by topnotch transcribed 


series, by film and personal appearances. 


Which should bring to your mind The Texas Rangers—those eight singing 
and music-making stars of network and screen. It should also remind you of 
The Texas Rangers ET Library which is now available to cagey spot adver- 
More than 300 grand selections—the cream of the famous Texas 
Rangers repertoire of familiar music—are ready to be put together in network- 


tisers. 


quality, hard-selling shows. 


You can have The Texas Rangers Library on an exclusive basis in mar- 
kets of your choice. You pay a moderate per-station fee. You get proved 
Hollywood name talent at far less than the cost of untested local talent! 


Think it over. And if you haven't read a copy of “Rope ‘Em In with The 
Texas Rangers” let us hear from you today. The book will reach you by 


return mail. 


AN ARTHUR B. 


THE TEXAS RANGERS LIBRARY 


CHURCH PRODUCTION 


Address: George E. Halley, 
Hotel Pickwick, Kansas City, Mo 
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Now that your eye 
\™ is on Red Hot 

\ Transitads, Circulation 
Increases 


LOOK BEHIND THE FIGURES 


The basic advantages of Transitads are still the 
same. They always did penetrate far more deeply 
at far less cost in the big cities. They always have 
delivered continuous daily contact with masses in 
big space, full color. They always have delivered 
the sales story at point of sale. They always have 
increased city sales for advertisers who had no 
other medium for broad coverage in urban markets. 

Now there is a tremendous plus. Transit traffic is now 
140.9% of last year, says American Transit Association. 
Reshuffling of department store and factory hours by 
traffic experts, plus reduction in auto use points 


plainly to the fact that the additional load is made up 


of high income auto owners, shoppers and workers. 
Today, as always, nearly 95% of Transitads circulation 
is concentrated in cities of 100,000 population or more. 

How do your city sales stack up? Are you 
missing business through lack of a medium that 
really penetrates in urban markets? Better look at 
Transitads. Without the new 41%, Transitads gave 
advertisers continuous daily contact with the 
greatest numbers at lowest cost. With the rich new 
41% in the picture, with rates lagging, no advertiser 
can overlook the importance of this major mass 
medium. For information on Transitads in America’s 


leading cities and markets, get in touch with— 


J). . one 


- No. 1 ourT- IT-OF-THE-HOME * 


CHICAGO-400 N. MICHIGAN AVENUE 


Deion? TANSITADS. 4,. 


$44 


NEW YORK-366 MADISON AVENUE 


Offices in 23 Principal Cities 
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Meat Substitution 
Stressed in Copy 


by Spaghetti Maker 


Chicago, Sept. 17.—Utilizing eight 
newspapers, Emm-an-Cee Company 
will launch a campaign next week 
for its ravioli and spaghetti dinner, 
capitalizing on the advancing day 
when meat substitutes may prove a 
necessity. 

Locations of the markets covered 
by the eight newspapers were not 
disclosed, but Chicago is one. Copy 
will consist of two pages in full 
color, supplemented with black 
ind white insertions of 450 and 1C0 
lines, and will appear weekly for 
three months. Besides the news- 
paper drive backing the products, 
the company is currently using a 


direct mail campaign and insertions | P@NY 
| “ 


in four grocery business papers, 


Food Mart News, National Grocers 


Bulletin, National Grocery Distribu- 


tors Journal and Supermarket Mer- 


chandising. 


Radio—in the shape of|oped by the company. 


singing spot announcements—may | Sunkist Adds 62 


be added later. 


Canning Situation a Factor 


Canned spaghetti is becoming 
increasingly scarce on_ grocers’ 
shelves, and M & C believes that its | 
promotion will come at a time when 
the food men are eyeing replace- | 
ment items. The M & C spaghetti | 
dinner package includes separate 
containers of dry spaghetti, sauce 
and cheese, for home preparation. | 
The products were subjected to an | 
exhaustive test in supermarkets in| 
Chicago, and the company reports 
sharp sales increases. 

Stanley Pflaum Associates is the 
agency. 


Issues Anniversary Book 


| Mid-States Gummed Paper Com- 
has published a book entitled 
Occasion—An Appreciation,” 
‘commemorating its 25th anniver- 
\sary. This book, which is printed 
jin 15 colors, tells the story of 
\gummed tape and paper as devel- 


Newspapers to List 


California Fruit Growers Ex- | 
change has added 62 newspapers to | 
the Sunkist schedule for Valencia | 
oranges, bringing the total to 446) 
daily newspapers carrying Sunkist | 
advertising in 324 markets. The | 
papers added represent cities not on 
the schedule in recent years. Smaller | 
communities continue to be reached 
by 2,584 weeklies. 

The second newspaper campaign | 
of the year for lemons broke in 74. 
newspapers in 44 cities on Sept. 13 
and will continue until Oct. 18. 


Feldman to BBC 


Arthur S. Feldman, supervisor of 


|special events for NBC, has been 


granted a leave of absence to accept | 
a war assignment with the British 
Broadcasting Corporation in Eng- | 
land. Mr. Feldman’s chief duties 
will be to work with BBC on pro- | 
grams to be short-waved to the 
United States and other parts of the | 
world from the _ ever - increasing | 
number of United States troops sta- 
tioned in the British Isles. 
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On September 15th, 1942, WSYR enters its 
twenty-first year. Through two full, eventful 


decades this station has come 
things to the people of Central 


to mean certain 
New York. 


Noah Webster has a meaningful word for what we feel we've 


earned over these twenty years. He defines it as “a commanding 


position in men’s minds.” The word is Prestige. There is no 


substitute for this in any community. It’s the final seal of approval. 


To our neighbors, here in this big, thriving, busy community, 


WSYR has real meaning, tested by time. 


WSYR stands for True Service to the neighborhood...service 
that is felt gratefully by hundreds of organizations and hundreds 


of thousands of people in our community. 


WSYR stands for Integrity . . . it enjoys the trust and confi- 
dence inspired by twenty years of sincere patriotism in the very 


best traditions of radio... by twenty years of fair, accurate news 


reporting ... by unfailing high standards of entertainment—the 


best that money can buy, brains can create and talent can devise. 


Finally WSYR stands for Friendliness .. . a quality that this 
neighborhood feels and understands—and generously returns. 


We, here at WSYR, are deeply grateful to the 


people of Central New York whose loyal sup- 


port of this station has given it such prestige. 


We are grateful, too, that we have the responsi- 


bility of maintaining this reputation for the next 


twenty years. 


wWSYR. 


Syracuse, N. Y 


"WHAT'S YOUR NAME WORTH?’ 


GROUP 1—# HAT PRODUCTS DO 


HESE TRADE WARKS REPRESENT? 


Grown-up Quiz Kids ought to find some of these trademarks mighty easy—and 


others really difficult. 


They're reproduced in a new Crowell-Collier brochure 


entitled "What's Your Name Worth?" Trademarks backed by continuous adver- 


tising are depicted in Group |. All 
Group 2—which have been advertised 
altogether or are out of business. 
you study them a while. 


but forgotten are the trademarks of 
little in national media, have stopped 


Following are the answers—but don't look until 


GROUP |: 


1. Old Dutch Cleanser; 


2. Jantzen 


swim suits; 3. Aunt Jemina pancake flour; 4. Raleigh cigarets; 5. Heinz products; 


6. Wrigley's gum; 7. 
chocolates; 10. Firestone tires; II. 


16. Prudential Life; 


RCA Victor products; 8. 
Kool 
Metropolitan Life; 14. Dutch Boy white lead; 
17. Johnny Walker Scotch; 


Quaker oats; 9. Whitman's 
cigarets; 12. Fisher bodies; 13. 
15. National Biscuit products; 
18. Sherwin Williams paints; 


19. Chevrolet automobiles; 20. Socony-Vacuum products; 21. Flit insecticide; 
22. Smith Bros. cough drops; 23. Planter's peanuts; 24. Sun Maid raisins; 25. 


Cream of Wheat. GROUP 2: |. 


French Line; 2. Dent's toothache gum; 3. 


Venus pencils; 4. La Blache face powder; 5. Sweet Caporal cigarets; 6. Iver 

Johnson revolvers; 7. Goblin soap; 8. Topkis underwear; 9. Neolin composition 

soles; 10. Sonora phonographs; |!. Chalmers automobile; 12. Murphy varnishes; 

13. Wilbur's chocolate buds; 14. Sunny Jim (Force); 15. Zu Zu ginger snaps; 

16. Earl automobile; 17. Moxie; 18. Reo ‘Flying Cloud" automobile; 19. G & J 
tires; 20. Star automobile. 


Opens Canadian Drive 

Glider shaving cream, a J. B. Wil- 
liams Company product, is being 
advertised for the first time in Cana- 
dian daily newspapers. J. Walter 
Thompson Company, Montreal, 1s 
the agency. 


‘ . 
Thomas to ‘Digest’ 

J. B. Thomas, formerly manager 
of the U. S. Chamber of Commerce 
in Argentina, and for the past year 
director of the Argentine Trade 
Promotion Corporation in New 
York, has joined Reader’s Digest as 
consultant on Latin American af- 
fairs. 


To Erwin, Wasey 

| Barker Food Products Company, 
dehydrator of soups and vegetables, 
has appointed Erwin, Wasey & Co., 
Los Angeles, to direct its advertis- 
|}ing. The company will shortly open 
a new plant in Santa Ana, Cal., but 
will retain its executive offices in 
Los Angeles. 


Johns to Wythe Walker 

J. F. Johns, formerly manager of 
the New York office of Howard H 
Wilson Company, has been named 
manager of the New York office of 
Wythe Walker Company, radio sta- 
tion representative. 
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Sees Rising Market 
in Men's Wear Due 


to Booming Income 


Cahn of Kuppenheimer 
Deplores Pessimism 
Regarding Sales Trend 


hicago, Sept. 15.—Despite in- 
creased taxation, rising costs, ceil- 
ing prices and other present irri- 
tarts, sales volume will be as good 
or better during the second half of 
1942 as in the comparable 1941 
period, Bertram J. Cahn, president 
of B. Kuppenheimer & Co., pre- 
dicted here yesterday at the war- 
tine emergency market sponsored 
by makers and distributors of 
men’s and boys’ wear. Profits, he 
was careful to warn, probably will 
be smaller. 

The conference at the Merchan- 
dise Mart, attended by some 500 
representatives, was the first of its 
kind and concerned the outlook of 
clothing retailers in war, what they 
must endure, and what they may 
expect in future months. 

Mr. Cahn said he based his pre- 
diction on the following three 
points: 

|. Inereased payrolls, up about 
33 per cent over 1941, double those 
of 1938. 

2. Growing volume of money in 
circulation, which he placed at 25 
per cent over 1941, double the level 
prevailing in 1938. 

3. A larger national income, 
which Mr. Cahn placed at 20 per 
cent greater than 1941, 80 per cent 
above 1938. 

He is further influenced, he de- 
clared, by the fact that 30 per cent 
of the money formerly spent, can- 
not be spent on the goods it for- 
merly bought; the goods are gone 
from the market. 

In the light of these facts,” Mr. 
Cahn asserted, “there is no justifi- 
for the conclusion that we 

e confronted with a downward 
trend in retail sales.” 

Apparently, the last three months 
have been months of declining sales 
in men’s wear. Mr. Cahn urged that 
these months not be considered as 
criteria, reminding the clothiers that 
the first three months of the current 
year witnessed the great Suit Rush, 
a hoarding spree which naturally 
glutted the suit market for the 
period following. “Six months’ re- 
quirements were purchased in three 
months,” he recalled. 

William D. Saltiel, special assist- 


CLASSIFIED PHOTOS 


PHOTOS 


E Weee for information 


about our catalog. 


KAUFMANN FABRY 


SS. WABASH AVE. CHICAGO 


| petition by 


ant to the Attorney General of the 
Jnited States, described the work 
of the Department of Justice in pro- 
tecting small business. 
Mr. Saltiel’s remarks, particularly 
those in which he explained the 
attitude of the department regard- 
ing the alleged “throttling of com- 
large companies,” is 
already familiar because of Thur- 
man Arnold’s reiteration of the 
same principles. 

As chief of the department's small 
business section in the Midwest, Mr. 
Saltiel defined the department’s 
function: “To assist the 187,000 
manufacturing plants in America to 
obtain just treatment from our war 
agencies wherever inequities exist.” 
He noted that concentration of war 
contracts in too few hands resulted 


Cc 


The bulk of | 


in (a) the nation’s full plant effi- 
ciency is not utilized, and (b) eco- 
nomic dislocations due to business 
shutdowns, resulting in unemploy- 
ment and capital impairment. 


Inevitable 


The Justice official did remind 
the group, however, that only some 
47,000 manufacturing companies are 
equipped to do war work, and that 
“business as usual” had to be elim- 
inated in some cases. 

“Where certain business interests 
may employ the war emergency to 
crowd out small competitors,” he 
warned, “we step in and investi- 
gate, and if need be, prosecute. 
There will be no cessation of these 
efforts. 

“Where the Army and Navy be- 


Some Jolts 


lieve that prosecution at this time 
may hamper war production,” he 
continued, “we will postpone prose- 
cution, but will not give sanction to 
illegal or unfair practices. The anti- 
trust laws have not changed with 
the war.” 


Hold Quiz Session 


At a morning quiz session today, 
the clothing men were permitted to 
ask questions of a panel. Questions 
ranged from style to merchandising, 
and promotion to interpretation of 
OPA regulations. On the panel were 
S. L. Hypers, vice-president of Wie- 
boldt’s; W. S. Mattens, credit man- 
ager, Carson Pirie Scott & Co.; 
Willard Cole, vice-president, 
Hub; Niel Murphy, vice-president, 
Mallory Hat Company; A. O. Buck- 


The | 


ingham, Cluett, Peabody & Co.; 
Clarence Minas, vice-president, Ed- 
ward C. Minas Company; R. G. 
Townsend, sales director, Chicago 
Mail Order Company; Joseph Kraus, 
general sales director, A. Stein & 
Co.; C. E. Steele, treasurer, Hart, 
Shaffner & Marx; O. E. Schoeffler, 
fashion editor, Esquire; Bud Block 
editor, Boys’ Outfitter; and Robert 
A. Carothers, Chicago office, Office 
of Price Administration. 

C. L. Christenson of the regional 
OPA office addressed the group be- 
fore the quiz started. E. R. Richer, 
who before his appointment as pro- 
motion manager of the Chicago Sun 
was advertising director of Hart, 
Shaffner & Marx, served as inter- 
locutor for the gathering. 
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® Yes, the pot is boiling—literally and figuratively. Surveys show that the war 
has increased tremendously the interest of homemakers, the country over, in food 


and food preparation. In the Cowles Stations area, that interest has never lagged 


as we recognized, years ago, the value of establishing such programs, headed up 
by experienced home economists 


Now, long established and stronger than ever, these programs command a still 
greater audience—an audience whose unusual loyalty springs from the carefully 


planned programs of the three Cowles Stations Kitchen Advisers. 


The Cowles Group—as individual stations catering to the needs of their own 
specific audiences—now point their home economics programs to today’s needs- 


aim them specifically at the problems of homemakers in a war economy. They 
offer the best and lowest cost answer to quick results on any food or household 


Watts Schreiber that 
und of aw 


product—new or old—in this territory. 


The cost? It’s ridiculously low. Only $142.50 a week (26 week rate) for 


to see if there are any openings. 


a: 


- Represented by The KATZ Agency : 


six 100 word participations each week on all three programs. Better check now 
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ABBOTT ADS OF 


i Chlorazene new himeeif at une of Chix 
« ons 


pointed Wally Spiegel as vice-presi- 
| 
ll years as production manager | 
and for the past 12 years in charge al or 
| 
(Picture on Page 53) 
States government—g rateful for 


To Morrell & McDermott | Abb tt p f 
Morrell & McDermott, New York | 0 0S ers 
dent in charge of mechanical oper- 
ations. Mr. Spiegel was associated 
of its plant which produces photo- 
engravings, typography and electro- ° 
Art Works Dominate 
' ' . 
House’ Covers; Win, 
Chicago, Sept. 17.—The tempo of 
Abbott-inspired art for victory 
every industry contribution to the 
war effort—planned increasing use | 


advertising typographer, has ap- 
Help Spur U. 5. 
with Lord & Thomas for 23 years, 
types. 
Treasury Citation 
speeded up this week as the United 
of poster designs based on a series | 


THE ABBOTT LABORATORIES 
of special paintings created for Ab- ‘ lms oon ine 28 


WORLD WAR | 


Rime rene 


INTRODUCTORY OFFER 


A Facelyprot 


THE ABBOTT LABORATORIES 


| bott Laboratories. 
| Abbott, a leading exponent among 


the pharmaceutical houses of the | 
belief that advertising can be at- 


cians during the last world war. 


The illustrations date these typical Abbott advertisements addressed to physi- 
Names still famous to the medical profession 
are mentioned. 


| Earth—Keep It Ours.” 
|also being reproduced in full co 
| by the U. S. Government Printi: 
| Office, adds a special appeal to 1 


| Sample, 


tractive and compelling as well as 
medically ethical, has long been U. S. practicing physicians, “What's 
| noted for the art work which it em- | New,” have carried full-color repro- 
|ploys in its own company publica- | ductions of work by artists com- 
tions, in leading medical, hospital missioned directly by the company. 
and dental papers, and in window] Starting last April, Abbott turned 
displays and direct mail. Covers|from purely seasonal covers to art 
of its publication which goes to all! work promoting the war effort in its 


These Free Press women readers 


control the spending of a 


billion and a quarter dollars 


I. order to get their share of so much money 
it is no wonder that Detroit women's wear 
store merchants place a major portion of their 
advertising in The Free Press. Of the linage 
placed by 16 important women's wear stores 
that account for 82°, of the linage in this 
classification, according to Media Records, 
Inc., 44.5°/, comes to The Free Press. 


=_= have shown that 
The Free Press is read thor- 
oughly by women in 95 of each 
100 homes into which it goes. 
Also, that in each group of 10 
families receiving this news- 
paper daily, the paper is read 
by 14 women, 16 men and 6 
children under 15 years of age. 
Anything you have to sell to 
women in this area can be best 
marketed at lowest cost for the 
job through The Detroit Free 
Press. 


Average Net Paid Circulation August, 1942 
373,482 weeKpays 346,044 sunpays 


he Detroit Free Press 


Story. Brooks & Finley, Inc. Natl. Representatives 


various phases. In this, the com- 
pany and its advertising manager, 
Charles S. Downs, worked closely 
with a number of Washington de- 
partments in deciding on subjects, 
themes, appeals, etc. As a result, 
the work of distinguished American 
artists not only will adorn the front 
covers of “What’s New” for the dur- 
ation, but will do their bit toward 
building war morale here and 
abroad. 


The company, announcing in 
April that the facilities through 
which great art works had been 


presented would be devoted solely 
to making these artistic talents 
available to the proper war agencies, 
presented in its monthly publica- 
tion a series of seven war paintings 
by Thomas H. Benton. Termed the 
“Year of Peril,” the group depicted 
the harsh realities of war and the 
aims of predatory Axis forces. 
Uncle Sam merchandised some of 
|these starkly realistic pictures in 
| continental Europe, through means 
which cannot now be told. That 
was done under Col. 
Donovan, Coordinator of Informa- 
tion, whose work has since been in- 


corporated in the present Office of | 


War Information. 

Similarly, the forthcoming No- 
vember cover of “What's New,” a 
graphic demonstration of the warn- 
ing, “For the Conquered—Steel Not 
Bread,” by the poster designer, E. 
McKnight Kauffer, has already been 
used in foreign propaganda work. 

Other Abbott posters offered and 
accepted for government use have 
appeared and currently are on dis- 
play in Hawaii. 

The Treasury Department, which 
has given a special citation to the 
company for aiding the war savings 


William J.) 


program, has adopted two of thy 
current series of posters for nati 
wide use. One is the Lawrence 
Beall Smith painting of three sma} 
children almost in the shadow of 


Nazi swastika, with the capti 
“Don’t Let That Shadow Tou 
Them. Buy War Bonds.” The s« 


ond is John Steuart Curry’s far: 
field scene, captioned “Our GCG: 
This post 


nation’s rural areas: “Make Eve 
Market Day BOND Day.” 

Other top-notch artists whi 
work will be included in the w: 
time poster series include Pa 
Aaron Bohrod, Mari 
Greenwood, Andree Ruellan, Erne 


| Fiene, Andrew Wyeth, Peter Hel« 


Joseph Hirsch, Jon Corbino ar 
Georges Schreiber. Abbott is ma! 
ing the entire set of poster paintin: 
available without charge to oth: 
industrial firms for use in their ov 
house organs. 


Uses Series of Inserts 


In addition to its regular schedu 
of full pages and spreads in bu 
ness papers including the medic: 
hospital and dental fields, which a: 
to continue through the remaind 
of 1942, Abbott also is running 
series of six special inserts on 
monthly basis in the Journal of th 
American Medical Association. Ful) 
color war posters are reproduce 
on the front of the insert, with 
brief message to support some phas 
of the war effort. There is no me: 
tion whatever of Abbott or it 
products, not even a “Buy Bond 
appeal of the afterthought type be 
low the signature. A panel at th: 
top of the reverse side gives th: 
individual artist’s name and advise 
physicians that copies may be ot 
tained on request for use in office 
and reception rooms. Below thi 
panel, Abbott advertises a particula 
drug, usually quoting an abstract 
from medical annals to point up it 
use. 

A fortunate coincidence brought 
release this month of the painting 
by one of the two women artists, 
Andree Ruellan, during the increas- 


ing effort to speed the flow of scrap 
materials to steel mills. The poster, 
entitled “We’re Scrappers Too,’ 
shows four children collecting sal- 
vage from door to door in their toy 
wagon. Both the physicians’ and 
the dental issues of “What’s New” 
bear this cover. Abbott also print 
a drug issue, although neither the 
drug nor dental book is on 
monthly basis. 


Offers Blotters, Cards 
In addition to these promotio! 
the company is continuing its series 
of direct mailings to  physiciar 
likewise distinguished by full-col 
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With WENR-—Local Merchant Has 
Remarkable 8 Year Record! 


The Sachs Amateur Hour, sponsored by a 
merchant 10 miles from Chicago's Loop, has 
been broadcast weekly over WENR since 
1934. Count mail, audience, or sales — it is 


Oo one of the most successful shows in the 
Midwest. It has built a large business. No 
other advertising medium has been used! 


WE NR does produce results! And it's the 


* 


best buy in Chicago. Ask for full details now. 
CHICAGO'S BASIC BLUE NETWORK STATION 
¢ 
IS OWNED AND OPERATEO BY THE BLUE NETWORK COMPANY 


50,000 WATTS 890 KC 


REPRESENTED NATIONALLY BY BLUE SPOT SALES 


NEW YORK —— CHICAGO —— SAN FRANCISCO —- HOLLYWOOD —— DETROIT 
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HUMOR IN COPY 


the armed forces here and abroad. 
Cooperation of the company and 
employes will be given official gov- 
ernment recognition Monday at spe- 
cial ceremonies, when Abbott will 
be presented with the Army-Navy 


War Role of Direct 
Mail Will Be MASA 
Conference Theme 


of the association. 

Among the prominent speakers 
who will address the gathering are 
Homer J. Buckley, head of Buckley, 
Dement & Co., Chicago; Merrill C. 


Pittsburgh Dailies Up 
to Four Cents a Copy 


The three Pittsburgh daily news- 
papers, the Post-Gazette, Press and 
Sun-Telegraph, have increased their 


re Burgess, Burgess-Beckwith, Minne- price from three cents a copy to 
“E” pennant. Detroit, Mich., Sept. 12. — The apolis; Howard Rosine, Los Angeles four cents. 

‘ theme of the two-day war confer- Addressing & Mailing Company; The Sun-Telegraph and Press, 

. ence of the Mail Advertising Serv- Clarence Musselman, Paramount afternoon papers, have also raised 
Adams Develops ice Association, to be held here Oct. Business Service, Allentown, Pa.; the price of their Sunday editions 


New Fire Extinguisher 3-4 at the 
O. H. Adams Company, “All-Out 
kee, has developed a new Industry.” 
After a 


from 10 to 12 cents. 
Post-Gazette 
days. 


Hotel 
War—lIts 


Statler, will be 
Effect on Our 


The morning 
does not publish Sun- 


Helen a) 
Grizard, 


St. Louis; 
Atlanta. 


and Claude 
Milwau- 
fire and 
war gas extinguisher for which dis- 


preliminary 


speech by 
=i tribution will be complete by the|Trayton H. Davis, president of Chisholm to War Board Named Representative 

= end of September. MASA and head of Trayton H Robert F. Chisholm, director and A. Andrew Merrilees, who has 
~ ac The extinguisher will be  pro- Davis & Associates Milwaukee the sales manager of Gordon MacKay been connected with the Montrea! 
moted by the manufacturers as an hese ‘ io 7 ddve “My t's F: “iy tan & Co., wholesale dry goods, To- office of MacLean Publishing Com- 
effective fire extinguisher and as a ay oe ae ey ec — 1€ ronto, has been named to head a pany, has been appointed Montreal! 
decontaminator for the three major Facts, Will be delivered by Eward newly-created industrial division of advertising representative of Daily 
r war gases, chlorine, phosgene and N. Mayer, Jr., of James Gray, Inc., the Wartime Prices and Trade Commercial News and Building 

& chloracetophenone (tear gas). New York. Mr. Maver is treasurer Board 


at Ottawa. Record. 


This back cover of a recent Abbott Lab- 
oratories publication for physicians dem- 
onstrates how the company uses humor- 
ous illustrations to point up its drug 
products. It's “ethical—and also read. 


We mean it when we day 
“THERE'S NOT ANOTHER LIKE IT!” 


illustrations more familiar to the 
art galleries than the average mail- 
ing piece. To druggists who agree 
to use the cards promptly, Abbott 
also offers 30 bulletin cards printed 
on government postals and im- 
printed with the retailer’s name and 
address. An assortment of blotters, 
carrying individual imprints, is 
available to pharmacists who ask 
for them at the time of placing an 


order. All are keyed to the war 
tempo. 
Abbott’s new patriotic window 


display, now being placed in retail- 
ers’ hands, is intended to show how 
medicine and pharmacy are aiding 
the war effort. One side of the re- 
versable cards features the slogans, 
“Keep Well—Keep Working” and 
“Keep Buying War Bonds and 
Stamps.” The reverse side presents 
Abbott vitamin products, with 
shelves for various packages. 

The company, a consistent adver- 
tiser for many years, used illustra- 
tions of a less striking nature in its 
5 medical journal copy of World War 
’ I it promoted Chlorazene, 

i's Non-Poisonous Stable An- 

tic; Saline laxative as a 

' “splendid agent with which to storm 
. the infested bowel;” Bacterins “of 
Value in Spanish Influenza,” and 
an announcement that under the 
trading-with-the-enemy act Abbott 
Laboratories had been licensed by 
i the FTC to make and sell “Barbital 

ntroduced as Veronal.” 

Research experts of the company 

now are busy seeking new drugs to 


fit into the present war program 

ind Abbott is engaged in turning 

. ut a large volume of the new 
: ‘miracle’ sulfa drugs, anaesthetics, 


ntiseptics and blood plasma _ for 


Put WTIC to work for your product and you'll soon under- 
stand why wise national advertisers agree with us that 


"THERE’S NOT ANOTHER LIKE IT!” 


* Sales Management, April 10, 1942 
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 tleby. 
| WEEKLY will get 

om | RESULTS quickly - : oe 4 
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Post-War 


Trend of British Trade 
After the War 

A drastic change in British for- 
eign trade in the post-war era is 
seen by Eldridge Haynes, publishei 
of Modern Industry, who recently 
returned from six months in 
land studying conditions. Speaking 
before the Chicago Industrial Ad- 
vertisers Association last week, he 
pointed out that whereas before the 
war a large share of British exports 
were products which had been con- 


verted from imports into finished 
goods, these trader countries are 
now building up their own manu- 


facturing facilities and will not need 
as much outside assistance after the 
war. Therefore, England may be 
expected to wage a vigorous post- 
war trade battle for machinery and 
equipment business with her former 
customers for manufactured goods. 

Although no people are more 
intent upon winning the war and 
eager to extend every etfort to do 
so, the people of England, said Mr. 
Haynes, insist that post-war plan- 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW 


Eng- | 


Planning 


ning be done by the government and 
|industry. Rationing is expected tc 
| be continued for at least 18 months} 
after the end of the war in order 
to get civilian capital goods indus- 
tries back into operation. England, 


he expects, is likely to be very 
socialistic after the war, due to the 
lack of private funds. A_ $256 


monthly income is taxed $100, leav- | 
ing no market for securities with 
which business might expand. The 
alternative will be that the govern- 
ment furnish tre money. 


While the Sprague-Sells Division, 
Food Machinery Corporation, is 
busy turning out implements of 
war, its advertising in the business 
press is calling attention to how its 


statement of need, objectives and 
procedures of a program to prepare 
the construction industry to do its 
part in maintaining full employ- 
ment in the pom ee period. 


V-mail, now sie used for mail 
to the armed forces across the seas, 


consisting of microphotographs of! ‘essential to victory, 


the correspondence which are en-| 


|larged upon receipt for distribution Graw - Hill 
is being studied for) Inc.. 


to the 
overseas 


men, 
business 


balanced production, restricted dis- 


tribution and underconsumption,” it 
asserts. 
* 

The coming generation of business 
men who today are piloting our war 
planes will find aircraft as essential 
to business as it now finds them 
declare. 
president, 


H. McGraw, Jr., Mc- 


in a special editorial featured 


correspondence | in all current McGraw-Hill publi- 
after the war, according to Thom4@s| cations. Mr. 


McGraw looks ahead 


Quinn Beesley, Washington re Pre | to flying freight trains with glider 
sentative, National Council on Busi- | poxcars — decentralizing population 


ness Mail, Inc. 


The challenge of the post-war eco- | ports. 


/and giving to inland cities many of 


James | 


Publishing Company, | 


|the commercial advantages of sea-| 


Air mail 


nomic world, says the monthly let-| pick-up lines will fill the gaps be- 
ter of the National City Bank of|tween these transcontinental trunk 


New York, 


for production and distribution SO | 
that all may benefit from the greatly | 
increased production facilities built | 


Increased produc- 
new 


up for the war. 
tive capacity, 


techniques of 
production and new synthetics may 


various items of food canning ma-|all be made to facilitate rather than | 


chinery will help the food industry | hinder 


after the war. 
The Producers’ 
ington, D. C., 
let “Post-war Planning for the Con- 
struction Industry,” comprising a 


Council, 


| contends, 
| economic 


post-war 


“There is never 
but only 


and services. 
eral overproduction, 


readjustments, it 
pointing out that all the 
progress mankind has | 
Wash- | made has been derived from the 
has published a book- | increased capacity to produce goods 
gen- 
un- 


| 
| 
| 
| 


is one of organization | jjnes and tie in the smallest hamlets. 


The neighborhood delicatessen 
may come through the war with 
added importance as a major chan- 
nel of food distribution because of 
its war service, according to Na- 
tional Delicatessen Grocer for Aug- 
ust. With working and eating hours 
now topsy-turvy and more and 


and _ passenger | 


more women employed, the delica- | 


tessen is experiencing a spurt in 
sales because of its convenience and 
long-hours service. Its popularity 


hs is an (Ahi... 


FOR JOHN BLAIR AND HIS MEN 


We're making this posy public... because we think it’s the kind of 


tribute that ought to be shouted from the housetops. 


WFBR appointed John Blair on March Ist, 1942. 


And as our books close for July 1942, on national spot announcements, 


OUR NEW REPRESENTATIVES PRESENTED US WITH THE 


MONTH IN OUR HISTORY! 


RADIO STATION 


WEFEBR sales facts. 


BIGGEST 


For July 1942, WFBR is 64% ahead of July 1941 and 63% ahead of July 1940! 
And we said JULY! One of the poorest radio selling months known. 


So to you and your associates, John Blair... WFBR expresses its appre- 


ciation for your enthusiasm, hard work and intelligent presentation of the 
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TRANSPORTATION 


THE SHELBY CYCLE COMPANY, SHELBY, One 


In the face of ordered concentration of 

bicycle production, Shelby Cycle Co. 

used this four-column ad in the Wash- 

ington Post recently to present the case 

for expanded production as a means of 

assuring essential transportation for al! 
war workers. 


has a good chance to carry on in 
the post-war era. 


Women are in industry to stay 
even after the war, according to 
observations of Paul S. Gilbert, per- 


sonnel director, Grumman Aircraft 
Engineering Corporation, writing in 
the September “Factory Manage- 
ment and Maintenance.” “We may 
have thought a year ago that we 
could never get along with them. 
Today we know we can never get 
along without them. In my opinion 
they are in industry to stay,” he 
asserts. 


New Vaporizer Campaign 
Vapo-Cresolene Company, New 
York, has opened a new campaign 
for its lamp and electric-type vapor- 
|izers. Magazines will be used 
|Irwin Vladimir & Co., New York, 
jis the agency. 


a 


Association Adds Two 


Association of Export Advertising 
Agencies has elected to membership 
|T. B. Browne, Ltd., New York, and 


| J. Roland Kay, Inc., Chicago. 
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2 SCHICK:SHAVER 


Listing service offices for present own- 
ers of Schick electric shavers, the com- 
pany tells other customers in this new 
magazine copy to hustle if they want 
one of the remaining ones in store stocks. 


Schick Shaver Ads 


Warn Buyers, ‘No 
More for Duration’ 


Stamford, Conn., Sept. 15.—Al- 
though the facilities of Schick Incor- 
p ted are now engaged entirely in 

production, the company re- 
leased a campaign for its Schick 
electric shaver this week in Collier's, 
Life and The Saturday Evening 
Post. 

The advertisements will highlight 
the fact that “if you find a Schick 
electric shaver at your dealer's 
these days you're lucky . . . for the 
only Schicks now in dealers’ hands 
are those we built before our fac- 
tory went all-out on precision work 
for Uncle Sam.” 


Chances are, ¥* 
pit interestet 
ilities in ASP ye 
: probably know that th 
yor y . 
road to big busit 
is via the Loutsy? 
which accour 
ed! 
Kentucky combin : 
WAVE, alone, you 


any oth 
wart paving the * 


~ 9900 WATTS. -- 
23 FREE & PETERS 
Represe" 


Six half-page insertions have 
been scheduled in each publication 
between now and the end of the 
year. Copy will assure Schick 
owners that substantial stocks of 
replacement parts were built up 
prior to war conversion, and that 
the company maintains repair 
“service stations” in key cities. Ar- 
thur Kudner, Inc., New York, is the 
agency. 


Tool Journal Streamlined 
In addition to carrying a complete 


show-in-print preview of America’s | 


War Conference on Metals, the 
October issue of Tool & Die Journal, 
Cleveland, will feature a new, 
streamlined cover design and side- 
stitch binding, in place of the sad- 
dle-stitch binding previously used. 


Atlantic Refining 
to Sponsor Games 
Again This Fall 


Philadelphia, Sept. 14. — Revers- 
ing previous plans, Atlantic Refin- 
ing Company will sponsor broad- 
casts this fall of a restricted 
schedule of leading college football 
games in Northeastern states and 
|Ohio. Atlantic’s decision to repeat 
its football broadcasts for the sev- 
enth consecutive year set aside a 
| previous decision to abandon them 
| for the duration. 
| Tentative plans call for the use 
of 53 stations covering 13. states, 
|} with broadcasts set up on a regional 


basis. In line with 
ditions in gasoline rationed areas, 
both the number of stations and the 
number of games to be broadcast 
will be cut down under previous 
years. N. W. Ayer & Son is the 
agency. 


Special Offer Made 
on New A & C Cigar 


A new “Chicago Queen” shape 
Antonio y Cleopatra cigar is cur- 
rently being introduced by Ameri- 
can Cigarette and Cigar Company. 
The new cigar is a_ three-for-50- 
cents seller and is being introduced 
with a special offer of three free 
upon purchase of six. 

A special display, using two boxes 
of the products and a tall stand-up 
sign, explains the deal. 


marketing con-| 


Bausch & Lomb Optical Company, 
Rochester, N. Y., has been awarded 
the Army-Navy “E,” making it the 
third time in 14 months that the 
company has been honored by the 
armed forces for exceptional 
achievement in the production of 
war equipment. It was in the first 
group awarded the Navy “E” on 
| July 25, 1941, and was also the first 
company to be awarded the Navy 
|burgee, with an added service star, 
which it received May 18, 1942. 

! 


‘Hopper Leaves Sunkist 
Hedda Hopper will terminate her 
jradio program for California Fruit 
'Growers Exchange, packer and dis- 
tributor of Sunkist citrus fruits, 
effective Oct. 28. The program has 
been aired over 42 CBS stations. 


OE ie yt Prey 


OFF TS Ra ee es RR PE ~~ oe 


_— 


ge nk Vee 


International's new Springhill Mill, located at Springhill, Louisiana, 
has met and is meeting the challenge of war-time conditions. It is 
now supplying the government and American industry with top 
quality, surface-sized TAG, INDEX and BRISTOL (100% bleached 
sulphate) at low prices ... «an achievement which is no accident 


because Springhill was PLANNED to give maximum values. 


SPRINGHIL 


For more than 10 years, International 
Paper has advised buyers of printing to 


TAG - INDEX 
& BRISTOL 


Comsslt Your Printer’! 


@® INTERNATIONAL 


PAPER COMPANY, 220 EAST 42nd. ST., NEW YORK, N. Y. 
PAPERS FOR PRINTING AND CONVERTING 


TO THE NATION * 
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Dedicated to Garage | write us a letter. We'll put you on’ SEPTEMBER CANADIAN MAGAZINE LINAGE 
; * , OW Ual ermas er our mailing list. When the items $66Gienaken, ee Tre 
The Examiner, San Francisco, come up for purchase, we'll con- . Pages pie. Penee 
carried an extra 10-page section on tact you ” . *'Canadian Home Journal.. 27.8 18,883 33.9 
Sept. 12 as a “salute to a great . oe 7” En Nanes & Garcons ae pts at-8 
achievement,” Union Square Gar- or $ Does By in Col. Elliott was asked about the Meme a 7 be + ¥ 
age, the world’s largest subter- plight of a manufacturer who is) s:\a, lean's 10.2 07 324 532 
ranean (four stories down) garage. uncertain of his ability to supply *Mayfair 17.6 $2,005 48.1 
Located in the heart of downtown : items for the Quartermaster Corps. | 2)X2\ong! Mlome Monthis ive Agr as ; 
—_ Francisco, ae ee garage Xp aine a ee In such a case, Col. Elliott said, the po _ 
4 ace i 700 aut - P ar »« ™ as me Total Group ; , Ter eTey 229.5 147,920 7 
; bot al eras in Bi en va manufacturer should list his ma Display, including Poultry and Livestock in Canadian Farm ‘Tae 
a aditic f the Er Dyson te li oat ° chinery and send the list to the tCanadian Countryman taceie 1c. Se 10,503 13.7 q 
7 sy mae ha . aus af the qolaioas 1,500 Business Men Depot. A representative of the oppomin ponte x ‘aes ss u 19.3 13,864 17.7 12 
® 5 Ss 2SsS ses J - P ae . as “ - + hep 5 erals ee y Stat Pore P ns wat 
hood. Attend How to Sell Quartermaster Depot will then call Eastern Edition 21 6 21.18 : 22.0 
— , — on the manufacturer, review the ‘ian & teak Bava oa os 5 S00 = 
J ° CCA Army Clinic plant and tell the manufacturer | jrarmer’s Advocate & Home Magazine 18.0 12'569 19.3 ' 
oms ¢ | scifi what goods he can make for sub-| ?Farmens Magazine -oo- 00 - ne i 
4 Electrical Equipment, New York, Chicago, Sept. 15.—Before some | mission to the Depot. | *tWestern Producer 104 m1 109 111 
- x has become a member of the Con- 1,500 food processors, suppliers and 
trolled Circulati Audit, effective | °" ee oe nly ’ Total Group 54.0 34 5x. 
with the ienteniner issue. ; salesmen, top-ranking officers of the Describe Depot's Work ee — tis ; 
Chicago Quartermaster Depot ex- Officers of the Depot gave a series Mode — by publisher, 
: plained at a banquet held last night|of short, comprehensive speeches, | +1942 format 680 lines; 1941 format 700 lines. 
: how the Depot spends $3,000,000 a| which outlined for the audience the . 
ss day supplying the armed forces.| size, scope and purpose of the and §S. W. Hallstrom, Walter John- ; : 
:, Brig. Gen. Joseph E. Barzynski| Depot. son Company, representing the Na- Ethridge Made Publisher 
headed the panel of officers. Then the quiz session began, in tional Confectioners Association. of Louisville Dailies 
‘ __ The meeting, sponsored by the) which the officers were questioned) Qne _ interesting merchandising Mark Ethrid: ». 
|Chicago Association of Manufac-| by a panel of Midwestern business aspect developed by the quiz was vice - preside»! 
‘turers’ Representatives, was planned| men, including E. J. Cashman, the answer given by Capt. Robert and general ma» - 
to instruct food manufacturers and Doughboy Mills; Mark A. Brown,|R. Melson, officer in charge of the ager of the Lou .- 
‘others in methods of selling the) Harris Trust & Savings Bank; Philip packaging section of the subsistence ville Courie r- 
government. This method, described | w. Pillsbury, Pillsbury Flour Mills | laboratory, when asked about the Journal and 
in a later quiz session answer by Company; Paul S. Willis, Associated | ctatus of corrugated boxes, solid hh al for \ e 
Col. Crosby N. Elliott, officer in Grocery Manufacturers of America; fiber and wooden boxes for export -~ aan Ps ; 
“Its WEDF Flint Michigan fer charge of oe a R. L. Williams, Chicago and North) shipment. Said Capt. Melson: “The subtler gran 
me—an’ no udder station!” is as follows: If you think you! Western Railway, Wesley Harden- Army does not accept goods packed two dailies. | 
2 are able to supply some items which bergh, American Meat Institute; | jy corrugated paper boxes for ex- succeeds | 
; the Quartermaster Depot buys, |J. L. Kraft, Kraft Cheese Company. | port shipment. Solid fiber may be Barry Bingha: 
/used in some cases.” He qualified eners, ww ; 
this by saying that he meant . See 
“weatherproof” solid fiber and went Mark Ethridge od te bubbles 
= on to detail limits for wood pack- company. Lt. Bingham is now — 
Q > aging. London, on active duty with the 
Navy. 
— () Size No Object Mr. Ethridge, who was publishe: 
Nes y / In answer to a question by an of the Richmond Times - Dispatc! 
9 CL. | unidentified guest, who wanted to| before going to Louisville, retai: 
—_ A | ° as know why government contracts in- | Office as vice-president of the con 
pars : ase a‘ aning any, which also operates Stati 
were of evitably went to large companies, \Wirxs Mrs. Barry Bingham w 
_ Col. Elliott asserted that size was ham. 4 eer sade né a ain. 
¢ lions ok datas “ “** elected a vice-president and direc- 
: SG no object, that any company was tor of the company. 
welcome to submit a bid and was 
yr judged on that basis, irrespective ; 
of size. He did hedge this state- Armando Resigns ; 
ment, however, with the qualifying, ,, Atmando, for several years crea- 
phrase that some large orders a ee art egg ts 
ile , <a ” the Buchanan Company, New York 
oby iously could not be farmed out has resigned from the company. 
in small lots, since the handling cost 
— alone would be prohibitive. 
The Depot obtains contracts on a 
- “) strictly competitive basis, with no BALTIMORE'S BLUE 
cost-plus arrangements, Col. Elliott 
later told ADVERTISING AGE. Under the 
this method of procurement, of “a NETWORK 


visits she makes every day. 


oo Martha is the gal who conducts WGY’s 
. ‘‘Market Basket”’ participation program from 
8:45 to 9 a.m. every weekday morning. She 
is a nosey gal who isn’t content to stay in her 
own primary airea. She goes out and gets 
regular listeners more than 200 miles from 
Schenectady, throughout New York and west- 
ern New England, from Rochester to the out- 


Sonenton* 


programs 


PENNSYLVANIA’ | news 


JE asEY 4 


% the airea’s only 50,000-watt station 
% the airea’s lowest frequency 


% the airea’s only outlet for those 


that time. 


on a postcard. 


‘ a ntingdor 
(Masse “ 
+ Open 
ante 
Llateroate 
r : - Semele 
oSyrctase 
NEW YORK /se« 
Mang 
-Bath 
 Marnesbarg. 4 e 
O° tendele <n ; 


popular NBC 


wur-ii 


It would take a Z ration card... 


Pe . . . to follow Martha Brooks on the radio _ skirts of Boston. 
. The map you see here is what came out 
of a ten-day tussle recently between Martha 


and 4490 letters and cards received during 


P.S. It takes a lot more space than this to 
tell the story of Martha. In fact it takes at 
least 12 pages. We'll be glad to send you a 
copy of her story in exchange for your name 


course, concern over admissibility of 
advertising costs in government 
contracts has no bearing. Each bid- 
der may include or eliminate what 
costs he likes from his bid. 


“Price Alone” Not Dominant 


Earlier, Maj. Lynn O. Whitaker, 
officer in charge of the grocery sec- 
tion, had told the meeting that 
“price alone” was not the dominant 
factor in awarding bids. Past per- 
formances, reputation of the com- 
pany, financial responsibility and 
previous rejections all entered the 
picture, he said. 

Guests and officers were wel- 
comed to the meeting by Ralph 
Keller, president of CAMR and rep- 
resentative of the Geo. A. Hormel 
Company. Bob White was meeting 
chairman. 


Gets Bottles Back 


Standard Beverages, San Fran- 
cisco area bottler, has successfully 
solved the problem of getting re- 
turns on its bottles. The company 
president, John Sousa, and_ the 
agency, Emil Reinhardt, Oakland, 
drew up a radio and newspapet 


campaign which not only urged the 


public to return bottles, but packed 
sales appeal, too. To help the 
search along, both ads and commer- 
cials pointed out favorite empty 
bottle dumping grounds, under sink 
and cooler, basement, under laun- 
dry tray and garage. “The plan,” 
says Bottler Sousa, “has worked 
like a charm.” 


McDowell N amed 


Broadcasters’ President 

Lawrence McDowell, 
KFOX, Long Beach, Cal., 
elected president of the 
California Broadcasters 


of 
has been 
Southern 
Association. 


manager 


Other officers elected were: Duke 
Hancock, manager of KGFJ, Los 
Angeles, vice-president; Harry 
Maizlifh, manager of KFWB, Los 
Angeles, secretary-treasurer, and 
Ethel Bell, assistant to Richard 
Connor, coordinator for the broad- 
casters association, assistant secre- 


tary-treasurer. 
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Detailed Study of 
Chicago Land Use 
Made Available 


impressive Volume 
Contains Wealth of 
Marketing Material 


from the Municipal Reference Li- 
brary in the city hall at $2 per 
cop: | 
The 528-page report offers the | 


most comprehensive and authorita- | 
tive information ever published | 
concerning where and how Chica- 
goans live and is said to be without 
a peer in presenting material of 
this character for a city as large as 
Chicago. “Residential Chicago” is | 
Volume 1 of the Chicago Land Use| 
Survey which began in 1938 as a 
WPA project and which employed a 
technical and administrative staff of 
approximately 3,000 people at its 
peak. Volumes 2 and 3 of the study 
will deal with commercial and in-| 
dustrial uses of land in Chicago 
and with all land uses, whether 
residential or commercial. 


Wealth of Data Shown 


The amazingly detailed report 
includes city-wide maps in color| 
showing block by block such items | 
as sanitary facilities, encumbrance 
status, median rental, persons per 
room, housing conditions, etc. Sup-| 
plementing these is another series | 
which shows the types of housing 
areas found in Chicago. Statistics 
are given in detail of each 
housing factor for the city and a| 
breakdown into each of the 75 com-| 
munity areas. 
following are a 

contained in “Residential 
Chicago” which are of interest to 
buyers and market analysts: 

Twenty-three per cent of Chi- 
cago’s 377,854 residential structures 
were built between 1885 and 1894, 
and the median year of construction 
for all residential structures was 
1906. Of all residential structures 
61 per cent were brick. The struc- 
tures contained 985,528 dwelling 
units of which 28 per cent were 
4-room units, 25 per cent 5-room 
units and 19 per cent 6-room units; 
41 per cent of all residential struc- 
tures were single-family residences 
and 25 per cent two-family two- 
deckers. 

A total of 149,611 dwelling units 
n the city—one out of seven—did 
not have private bathing facilities 
—having none at all or sharing this 


also 


few of the | 


spac S 


equipment with other dwelling 
units The area which was most 
noticeably lacking in plumbing 


Whose trade mark is this? 


Ifyou’ll write Collins, Miller 
« Hutchings, Inc., Photo- 
‘ngravers, 207 N. Michigan 
Ave. or phone FRAnklin 


5854, we will tell you. 
a 


facilities was centered around the | About 15,000 rented for over 


central business district. 

Steam or hot water were the pre- 
dominant types of heating equip- 
ment and accounted for almost 60 
per cent of all dwelling units; 5,000 


units lacked electric wiring for 
lights; in almost 17,060 dwelling 
‘units the only cooking facilities 


available were coal, wood or large 
kerosene stoves; over 94 per cent of 
all dwelling units had some form 


_of refrigeration equipment, of which 


58 per cent were mechanical and 


| 35 per cent ice. 


Chicago, Sept. 16—A wealth of 
detailed information of interest to 
advertisers and agencies is con-| 
tained in “Residential Chicago,” a 
monumental volume which has just 
been published by the Chicago Plan 
Commission, and which is available 


The median rental of all units 
was $33.94; 200,000 units rented for 
$20, over half rented for between 
$25 and $50, and the range between 
$30 and $40 contained more units 
than any other single interval. 


per month. 

Median duration of occupancy for 
owners was 14'2 years and that for 
tenants 2!2 years. It is of interest 
to note that 25 per cent of tenants 
had moved within the preceding 
year while 60 per cent of the owners 
occupied their residences for more 
than ten years. Of all owner-occu- 
pants 44 per cent were foreign-born, 
which was twice the percentage of 
foreign-born among tenants. 

Approximately 61 per cent of all 
occupied units contained no chil- 
dren and only 20 per cent contained 
two or more children. Only 22 per 
cent of all occupied units contained 
more than four persons and only 
6 per cent contained less than two 
persons. 


‘re-dye a 


5!°| Conservation to 


Dominate Greater 


* - 
Tintex Drive 

New York, Sept. 16.—What is said 
to be the largest campaign ever run 
by Park & Tilford for Tintex tints 
and dyes was launched last week 
in The American Weekly and news- 
papers of 60 cities. Insertions are 
scheduled to appear weekly and wil! 
continue through November. 

Linked directly with the war 
effort, copy emphasizes the neces- 
sity for conservation and _ points 
out how Tintex lengthens the life of 
wearing apparel and home decora- 
tions. “Each time you re-tint or 
faded dress or curtain 


| 


41 
|instead of buying new ones,” copy 
states, “you are helping the war 
effort. And helping yourself by 


saving dollars!” 

Ads also stress the role of Tin- 
tex in boosting morale, since it 
is available in many colors which 
are no longer obtainable in new 
fabrics. Charles M. Storm Company 
is the agency. 


Burman Transfers to Copy 


Lucille Burman, formerly produc- 
tion manager of the Conner Com- 
pany, San Francisco, has transferred 
to the copy department. 


Don Harway Moves 

Don Harway, Los Angeles pub- 
lishers’ representative, has moved 
to 816 W. Fifth street. 
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FARGO, N D.~5000 WATTS-N. B.C. & BLUE 
AFFILIATED WITH THE FARGO FORUM 
FREE & PETERS, 


NAT'L REPRESENTATIVES 


company 
also attested that its Canadian Ace 


brand carries the inscription “Made 
in the U. S. A.” in bold, white 
letters on a conspicuous red band 


jand that the crest or coat of arms 

used as a trademark and in adver- 

tising is an original design, and 

bears no similarity to the Canadian 

jor Royal British coat of arms. 
Hearings will be held. 


Raises National Rate 


The Tribune, New Albany, Ind., 
has raised its national advertising 


rate from 3' cents to 4 cents a 
line. Local rates were raised 5 
cents an inch on Jan. 1, 1942. Con- 


sistent circulation gains 
rate raises necessary, 
J. E. Montgomery, 


Houck Adds Two 


Houck & Co., Richmond, Va.., 


made the 
according to 
publisher. 


has 


& Co., Richmond, and Morgan Cot- 
ton Mills, Laurel Hill, N. C. The 
}cotton account will be directed 


through the Roanoke, Va., office. 


advertising for 


of general magazines were up 23.5 
per cent. 


Brown Replaces Dyke 
as NBC Advertising Head 


Charles B. Brown has been ap- 
pointed director of promotion and 
National Broadcast- 
ing Company. Ken R. Dyke, who 
formerly held the post and recently 
took a leave of absence to go witn 
the OWI, has resigned the position 
to continue his work in Washington 
Joseph A. Ecclesine has been named 
to fill Mr. Brown’s former position 
as sales promotion manager. 

Mr. Brown joined NBC in 1938 as 
sales promotion manager of KGO- 
KPO, San Francisco. Later he was 


in charge of sales promotion for 
NBC's Western division and then 
for the network’s M&O stations. 


-WDEL Boosts Power 


betn named agency for Binswanger | 


Station WDEL has been 
ized to increase its 
watts using present 
1.150 ke. The 


author- 
power to 5,000 
frequency of 
station is an NBC 


outlet and operates full time. 


GAINS AGAIN 


SEPTEMBER ISSU" 


29.7% 


Ahead of last year 
in Total Advertising Linea: 


BABY TALK, 424 Madison Ave.. NY.C. 
————— 


— 
Standard Oil Releases OPA Semte Out SEPTEMBER ADVERTISING LINAGE IN NATIONAL M AZI a 
-———1942——- 1941——~ | pa ep ¢ — 
Tank Cars for East a gen ines Pages Lines Pages Lines Pages Lin, 
150 Million Ord pcaliannian aT. ft ee 
Standard Oil Company of Indiana 1110Nn raer GENERAL ~ . » cae lee Ph rg ma.) re 19065 476 20 on 
has released approximately 5,350 f R ‘ B k ery Agere Group +4 ee 11.2 seated + ttsetedl “setenetonee eee 10.5 4484 a 
P > naw -arre str , . = fActuz etective 3. i] e. caer ersonis SOmns 8 ed ’ «6 
cn to th ¥ ties gree or ation OOKS hasowieni ee. 27.1 11,606 28.8 12,363 | Photoplay-Movie Mirror 
ucts oO 1e ratlionec Last, an 1us . ean ae a » 2eK Mie 34.7 14,892 30.4 
; ‘ ail > *American Forests 5.5 10 8.0 3,90 (Ma : - ve 99 ¢ 
is using less than 35 per cent of Washington, D. C.. ae Heme American Home ms 26.4 16,665 49.9 31,520|Radio Mirror (Mac). 27.4 11,765 22.3 
the number it did a year ago in Office of Price Administration today ‘4 ierican Legion 14.8 3.362 616.1 6,914 Romantic Story (F) 23.1 9,909 20.6 § ar 
the Midwest, the company has sent to the Government Printing Arts & Decoration adie *Screen Guide . rerrr a - 491 4 x 4 
revealed in an _ enclosure entitled Office the first of a series of four (Combined with Spur) . oe 11.1 6.909 Screeniand t sys "Sweet: ae 4 13276 284 
“Midwest Helps East,” which it «ay purpose” rationing books, de- = Sag SEE ET 1 a2 r apd ed no gaggia se 12.8 $743... : 
prea , FE 2 eae . ; Bs: : ‘Beauty & Health , 5 3,657 | t*Stz teens sees oo "96 * 
oo <— dividend checks to cigned to provide a swift, flexible etter Homes & Gardens.. 42.5 26,864 43.8  27,666|True Confessions (F)... 26.2 11,228 24.8 
StocKnoIcers. ioni ti ’ Lif 7.3 2 3 7,5 » Experiences (Mac) 29.7 12,756 25.3 1 - 
ans rs é . or| Boys’ Life ...... a. 7.9 424 11.3 7,500 |True Experience ; 
To release tank cars Standard pores be ae ae hoe cogil c ‘hild Lite a 2.8 197 5.4 2.161 | True Love & Romance ; 
some weeks ago converted to truck Commodity almost at the instan Christian Herald 16.8 02 «18.6 2 Re eee 28.6 12,260 23.7 1 .s 
transport in large areas surrounding danger of a critical shortage ap- |, ‘olumbia 29 470 2.5 1,722 |\True Romances (Mac)... 31.2 3,373 24.5 l 
refineries, river and lake terminals pears. Cosmopolitan. 16.4 19,925 45.1 19,356)True Story ....... ore taped sa pe 
. _ . . i¢ ” o TRE wue od. >, < ° v2 
and pipeline terminals. Containing 192 coupons on eight ‘Country Life “ia ‘ane ae oe ee —_ 27.4 11 739 ’ 5 eb 
2 *le ‘tec e Gro ’ in 06 ae $,01d ym s a} ° ae ef. store ai. 
ee. a pages, each page of a separate color, Hwa aaviee shite 6.0 2.600 6.5 2.771 |Woman'’s Home Companion 47.6 $2,354 40.9 2 od 
Features ‘Big Aggie’ and each coupon separately desig- jj... « 64 2 54 79 3,394 |tYou .. a = 
: ; .., nated by letter and number, the Esquire (National) 33.4 22,437 16.7 31,379 pen Ep Ogee 
Carrying out its “Big Aggie hooks ott be adtnaitiiitia to straight *Extension 8.1 5.547 10.5 7.272 Total Group 1,280.7 649,2901,291.5 646 
theme, following the recent contest °0°** 5 these , ih ‘ sel eq |Faweett Men's Group 6.1 2,618 64 2702 STANDARD MAGAZINES 7.6 1.393 9.8 
to name the fat girl trade character, COUPON rationing, such as nNoW Used | pi) un 7.6 3,244 3.7 2,444 American Mercury ........ 7.6 — 
WNAX, Sioux City-Yankton, has for sugar, or the point system used Fortune ...... 112.5 71,128 91.1 57,571 |Atlantie Monthly +¥ 4732 19.8 s13 
issued a brochure featuring “Big | in Great Britain. Front Pane aig hh 11.4 ” A $,888 Harpers Magazine - (oe 9. 
Aggie” and the noontime “Dinner| Under the latter plan, adaptable (rete eee tive Unik “2.4 O14 Ss 2'578| Total Group 58.4 13,482 48.2 10,016 
Bell Roundup” program. to meat or clothing, the consumer |;spyj)) man Detective Group 90 3870 OUTDOOR wi a On 
may “spend” his ration on various House Beautiful 22.3 14,093 46.9 29,663 | American Rifleman a3 rt +3 1 "Cor 
, ‘agen » 7 @or 20.603 | Fie ; Stream...... wae 23.3 ,013 2 
grades and kinds of a general type House & Garden.. 28.0 17,705 s.4 20,603 Fic ld & tre im a8 4618 ibs : dian 
. . *Improvement Era 15.1 6,483 17.2 7,387 |Fur-Fish-Game .... ; o aan ) ; 
of commodity. Instructor ...... 18.9 12.984 18.9 12,929|Hunting & Fishing. 11.3 4,835 13.3 5,699 ing 
66 ” |Mechanix Illustrated 22.1 1.045 6.8 »,998 |Outdoor Life ....... ‘ a 17.1 (341 8.9 12 7 that 
| ae vend lyieapeage “athens Magazine 8.6 3,679 1.6 1,954 Outdoors ...... ahs 4.3 1,866 tae - main 
In Britain advertising now fre-|;*\Motor Boating ... 37.9 16,277. .. |Outdoorsman -. 11.8 5,041 11.1 ‘ san 
BS 50, 000 WATT A | quently sells “values” in terms of | National Geographic 15.7 3,728 18 1475 Sports Afield 16.4 7,036 _ 21.8 O44 
| Points saved, rather than shillings eMaten ; are — he oe beatae Total Group 119.4 51,224 155.9° 66 
Ni ‘e MARAZ e ‘ . 
the COVERS BOTH and pence saved. jcimest Seatoaber> Totals given in August List| MALL ORDER 
Altogether 150,000,000 books will Open Road for Boys 6.8 2 WOT 6.7 2 871 omanert aphies ae ‘Saye aa ‘2 { 
lbe printe assure ; adequate | Popular Mechanics 52.1 11,667 59.8 13,389 | Mother's Home Life. 2.: 617 2.3 
| be printed to assure an adequate deere eae -r : 44 + aan | Weedinen of the World... 1.9 813 19 9 
NORFOLK AND supply at all rationing points for Popular Science 13.9 W837 16.0 10,306 AS A 8 
132,000,000 people. tedbook ; 31.7 13,598 29.1 12,463 Total Group ... ' 4.2 2,430 4.2 2,371 | 
| One of the largest print orders |*lotarian ..... 1.5 1,951 6.0 2,572 | AUGUST WEEKLIES et eng og 
unas ta j aw ill be [Scientific American 11.6 09 10.3 4.406 |*American Weekly ...... © 23.5 44,759 24.5 46,57 
ever handled, the new book will be °° oe +9 “te ~ sen \Siainess Week " 9961 97009 1618 69 
. : SPOCCTCIB .~ceecvsee ’ 7) 6.6 b SS ceee . . a 
four and one half by five and one «ay p.cct @ Smith Fiction Collier's ... 116.6 79,278 118.3 80,451 on 
half inches, approximately the size) Group Meee 11.5 2.576 10.3 2310 |\Cue eet 5.3 23,726 55.2 238,603 
PI ! . y wipe L ‘ ~ 61 - »G 187 9 21 
of the sugar book, and will have a A -sertrt i ; 9.8 er 3.0 $973 ae Circle 31.7 6,487 3 ) 1,107 
mas nontie — ‘ _ @mel = irilling: Group 8. 055 7.8 O00 Forbes 23.3 9,975 ri 
heavy manila cover. Coupons are|ji i e Country 190 «69288238 49:7 33:397/Grit .. 14.7 17,479 10.2 8,092 p 
in printed on safety paper to safeguard | ppp. ve) Late Publication 3.5 2,208 | Liberty 46.8 20,093 69.6 29,87] 
fll Stalio against counterfeiting. The book |True Detective 5.0 2,149 1.6 1,964 |"Life = x ye = a 10 ti 
35 22,12 38.4 24.569 |'Look 31.6 2 2 20. 3,647 
so un pe | will be glued instead of stapled, to *VYachtine .. 35.0 22,120 38.0 24,560 eae . oe eee + ry tt 17 ° p 
: 4 | ’ ° Mo »- Re Gq 2 SG 4 i, ) 
Richmond Studio | save metals. Each of the four books Total Group 962.1 436,858 1,041.5 492,100 |*"Newsweek ........ 157.6 67,616 99.7 42,760 
HOTEL MCHMOND |will be adequate for six months’) WwowrN's MAGAZINES ew York Times <s. Stake cae ax Wa 
atl , 43 - n » 497 |Ne Torker 9.6 11,30: 26.9 54,477 é 
PAUL H. RAYMER CO.. NATIONAL REPRESENTATIVE |= rationing of all commodities. *American Girl 58 2.465 8.1 3.437 New ROTO adase si 119.6 4 Te | 4 i 
*Charm ... 26.6 15.7320 25.3 10,868 _, Serres rer ata eee 3.0 2,040 , 1,4 1 The | 
Glamour 10.8 17,508 47.5 20,371 Saturday Evening Post.. 179.8 122,249 191.3 130,11 i L tight 
Good Housekeeping 76.5 32,815 78.9 33,862 |F*Scholastic ..... 14.0 5,986 11.7 035 a ae 
‘Harper’s Bazaar 73.9 $9,652 111.4 74.841 §This Week 31.2 Rs 21 : s0.0 aD 9 re nn 
a wT iia 242 95 = 9n9 IT ir eee e . 256.6 0,069 63.6 mau ime 
“THINGS is SURE POPPIN OUT HERE IN THE a ace 9 Rt a. ) Ray ety oe States Nev wa. The 88.2 RT.R2 3.0 22,499 ginni 
| ' oo J ot, o oe wwe 6,8. af ° a l 
RED RIVER VALLEY! ESPECIALLY FER } rong ha oy A gy Ag ah aanaee one oa tive ; 
| Ladies’ Home Journal 71.20 48,440 69.9 47,552) Total Group eee Se ee es tor F 
| Mademoiselle 125.7 53,903 148.8 H3,S18 came 
ADVERTISERS USIN' WDAY-THE ONLY MeCall’s ih S51 37483 538 36:563| *Figures furnished by publisher. r! 
: , VALL y e Modern Romances (MM) 29,2 12,510 25.5 10,930 tNot ine luded in es al. sa aad " ne 
Modern Screen (MM). 32.6 13,983 30.2 12,970 $1942 format 850 lines; 19 ormat 1,030 lines , 

; STATION REACHIN THE WHOLE Vv LE ! | saotion Picture (F)... 32.3 13.843 0.9 13,002 'Two issues both years. Be 
Ward 2 2 *Movie Life 14.6 6.244 10.0 4,287 “Four issues 1942; five issues 1941 of Ii 
o* }*Movie Stars Par ade 13.6 5,820 WS 4,223 'Five issues 1942; four issues 1941. unifo 

| Movie Story (F). 30.7 13,166 $1.6 13,200 ‘One issue 1942; two issues 1941. form; 
| *Movies 13.7 877 = 10.3 1,430 tSeptember figures. will 
| 
: August Weeklies Paper Book Issued trom 
Chicago Brewer ‘sugust Wee . 
S. D. Warren Company, Boston, Coy 
Di ] . Bl Up 17.2 Per Cent has published a _ booklet entitled adver 
1sciadims ame “Explanation of Grades, Sizes, radio 
* . * 
- . O 194] F Weights & Colors of Printing gover 
in FTC Complaint ver IGUICS papers.” Since it is likely that J So" 
wee n New York, Sept. 17.—Continuing | there will be a shortage of labor, 
Washington, D. C., Sept. 17.— equipment and maintenance metals, 
: . . |to show month to month progress, + 
Manhattan Brewing Company, Chi- August issues of weekly magazines the War Production Board has - 
cago, has filed its answer to a Fed- fet ome 17 * oor anne ts — defined a program for the most ‘ at 
‘ “er , recor é P , é - ila . aie « ne , 
eral Trade Commission complaint nts anise wel ren a. ale efficient use of metals and man: ictin 
charging misrepresentation. The ~~°"y. set vear necarding | oer. in the book paper industry. pane 
caieaiees hes aiaies ahilite : sponding month last year, according A detailed explanation of the terms objec 
answer denies responsibility for ad- : ; agar 
> ‘ . to an ADVERTISING AGE tabulation of the program is presented in this parag 
vertisements in Elmira, N. Y., and : ; ; K 
: , based on Publishers’ Information booklet. requi 
Boston, which allegedly implied that : ’ 
Manhattan's Canadian Ace beer was Bureau figures. Linage last month ‘ubm 
imported from Canada. and that it. | tt#led 952,837, against 813,045 for|Gets WEIM Account propo 
> P ¢ é a, é « § . | ; i kK 
: : : ; : .,.| August issues a year ago. ' Burn-Smith Company, New York mater 
Old Wisconsin Brand lager beer was ; ‘ pany, 
brewed in that state September issues of women’s has been named national represen- omn 
sehiides tieh ton 0 7 magazines were only 1.7 per cent off tative for Station WEIM, Fitchburg, vill. 
Emphasizing that the Old Wiscon- lee ear’s vol ‘ith 649.299 Mass. WEIM is a Mutual and Y°n- a 
4 # me ge ast year’s volume, wit ’ san nate: 
sin Brand contained a_ statement lines compared with 660,573 for kee Network affiliate. 
“Brewed and bottled by the Man- ~ ; ‘ — — 
eaten Brewing Company Chica o September, 1941. General maga-| — 
aT +. hs toe en on aonted aoe zines showed a loss of 11.2 per cent 
9 SI P .. in September against the same 
sale of the brand was discontinued month last year. September issues 
in 1941. The Manhattan ee een ae aa @ 
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stemmed 21, 1942 ADVERTISING AGE 
RHYMING Copy programs selected under its several cation plans for placing government bureau, with pertinent information Navy Uses Sonovox 
— jallocation plans and the program messages on commercial and sus- | on purpose, costs, sponsorship, time ee 
departments of networks and sta- taining programs, will be continued sought and actual scripts. The Naval Aviation Cadet Selec- 
wasn Rovenrunts he Kitin, tions. after Oct. 1. After that date all eee tion Board of the ¢ hicago district 
; dias — aida mee bien i LTE ae is using the radio device, Sonovox, 
a Producers of radio programs, federal departments and agencies Sterling Sendieata in Gerthee the “Ste tor Mawes” drive 
ei whether network or agencies, will, will be required to submit scripts Cc id N N he Ae ord pre me Aug 1 om will aka 
, — on the other hand, be referred) for all broadcasts to OWI, and will onsiders ew ame throu sh Se tember By means of 
: irectly i ‘mati ivision | particips rj y a series A special meeting of stockholders | ¢ oe ; : “tg 
‘~~ directly to the information division | participate with OWI in a series of I : Sonovox, the roaring motors of a 
as ‘ ‘ eens : ‘ . aaa . of Sterling Products, Inc., has been | 5; oe > ; 
“? -3- la of the proper war agency, when-/| conferences to review the impor- <a ine Cat 38 F Wil st diving PBY bomber speak the 
ste. ever they seek specific information.| tance of their programs to the war a : ee MINSton, words: “Scratch a Flat Top—Slap 


The agency will be required to keep effort, attempting to reduce the ogg og —— So ae a Jap—Fly for Navy.” Recordings 

OWI informed on the assistance or | amount of time now devoted to gov- name be changed to Sterling Drug, will be distributed to ‘1 stations in 

information supplied. ernment programs on the air. Inc. © the states under the jurisdiction of 

Government agencies will also be Material for local commercial and Reason given for the suggested the Selection | Board. 

required to clear with the OWI sustaining programs will be cleared change is to avoid confusion with 

radio bureau all proposals by adver-| by the field offices of the various Corporations of a similar name Smith Joins MBS. : 

tisers, networks or other private war agencies with the field office already organized or licensed to do Robert J. Smith, member of Sta- 

organizations seeking collaboration | of OWI. ouswiens a: emer ot —- | ot — ORS snes anes, now Seen, 
, . - ts cause of this similarity, Sterling has been named sales representa- 

of federal agencies in developing; Federal agencies will also be re-| Products, Inc., has been unable to tive for the Mutual Broadcasting 

single programs or series. quired to submit all plans for new 


: obtain an operating license in sev- System. His headquarters will be 
The network, local and spot allo-| radio programs to the OWI radio’ eral states. in New York. 


. 7 HELP TO Smack THE wars 
, THE FEA DESIRES! 


* 


On behalf of Belding-Corticelli, Ltd. 


"Corty the Kitten" explains in this Cana- 
dian copy how the mills are busy turn- 
ing out fabric items for war use and 
that domestic supplies are likely to re- 


main short of the demand. Cockfield, 
Brown & Co., Montreal, is the agency. 


| OWI Radio Bureau CARRIES CLEVELAND’S HOME FRONT ACROSS 7 SEAS 


lightens Control 
on Federal Shows 


Plans Conferences 
to Cut Government 
Program Frequency 


. Washington, D. C., Sept. 15.— | 

! |) The Office of War Information will 

. tighten its control over the use of 

commercial and_ sustaining radio 

time by government agencies, be- 

ginning Oct. 1, through a new direc- 

tive signed late last week by Direc- 
tor Elmer Davis. 

The directive, Regulation No. 2, 

vas issued to set up the mechanics 

assuring maximum effective use 

of limited radio time, and to assure 

uniformity of government war in- 

formation policy ‘so that the public 

” X, will not be confused by overlapping 


_ 


i - 


ee 1. LAST SPRING CLEVELAND Press readers nodded approval as 2. QUICK AS A SCISSORS SNIP, mothers and dads, sweethearts 
n, Copies are being forwarded to they got first glimpse of a new weekly feature called The Home and friends mailed The Home Front to members of the armed forces 
o goer a. agencies, Front. In two quarter pages, back-to-back, it offered a sprightly all over the world. Wherever received this cheery note from home 
ig pass alent ens i lhe gy el digest of home town news for the boys in the service. was enthusiastically weleomed, eagerly read, freely passed along. 
a 


and agencies. 


Is, To End Conflicts | 
as . , , , 
ist Elimination of excessive and con- | 
. flicting demands upon advertisers | 
n « . « . . e 
y. sponsoring radio programs is the | e HELPING OUR MEN in the armed forces to see the home town 
ns objective , ’ . 
- bjective of one of the principal | clearly —even through the smoke of battle — that’s typical of a 
paragraphs of the order, which will | : 
require all government agencies to kind of journalism that has made Cleveland unique among big cities. 
‘ubmit to OWI's radio bureau all | “The H rf * fa city’ . i 
proposals for the inclusion of officia! Just as w Tlome Front) grew out of a city s wartime needs, so 
in maeria? in estauiened programe, | do the Cleveland newspapers always come through when an im- 
io ommercial or sustaining. The OW1) 
- vill, at its discretion, channel this | portant civic job has to be done. 
material to the proper outlets, the | . on . 
_— So alertly does The CLEVELAND Press sense local needs, so well 
a ‘ee 


does it interpret the city to its citizens that it has long enjoyed their 
highest regard. We call this esteem—Presstige, which means power 


to do good; power to move goods. 


Playing the active role which it does, it is easy to understand why 


the Press now has the largest circulation in its history, Two- 


| 3. FROM CAMPS AND NAVAL STATIONS all over the country, 


from America’s farthest outposts “thank you” letters came pouring 


thirds of it is home delivered, too, It is a highly receptive audience 


ae eee ; to any worthy cause, any worth-while product or service. 
in. Typical was a message from a grateful gob in Pearl Harbor who ; 


wrote: * The Home Front really puts out the dope on the home town.” 


- | GAINS AGAIN 
30.2% ; 


‘head in total advertising 


Lineage Ist 9 months 1942 SCRIPPS-HOWARD 
1942 —56,643 Lines 


1941 45.806 Lines 
GAIN—13,837 Lines NEWSPAPER 


UBY TALK, 424 Madison Ave, N.Y.C. 


eR ee . _— — 


oe - 


The Cleveland Press 


“CLEVELAND tS A NEWSPAPER MARKET“ 
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ADVERTISING AGE 


Radio Commercials 
Held Out of Tune 
with Today's Tempo 


‘Soap Opera’ Plugs 
Offend Listeners, 
Ad Women Told 


New York, Sept. 15.—Radio com- 
mercials aired by many _ sponsors 
of daytime serials are utterly out of 
keeping with the spirit of the times, 
Claire A. Wolff, public relations 
counselor, declared here today in a 
talk entitled, “Are Housewives 
Morons?” delivered before the Busi- 
ness and Professional Women’s 
Group of the New York Advertising 
Club. 


Describing herself as an ardent 
follower of “soap operas,” Miss 
Wolff said she was nevertheless 


\\ \ Lees 


families in 
Washington 
» low 
ee job. The 
iles awa) 
poy to Hastie 


yrange 


gets y ou 


there in @ minute. 
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PAR GROUP 
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ee 


“shocked” at the tenor of commer- 
cials that have persisted in spite of 
Pearl Harbor and the trying days 
that followed. She took to task par- 
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SEPTEMBER ADVERTISING LINAGE IN FARM PAPERS 


Commercial! Display 


Including Poultry 
Livestock 
1942 r 194 


and Display 
Advertising 
1i— 1942 1941 


Commercial! Display 


Inc.iuding Poultry and Dis; 
Livestock Advertis 
1942 - 1941—— 1942 


ticularly ‘“Rinso - White — Rinso - , Paves Lines Pages Lines Lines Lines biti 4 . Pages Lines Pages Limes L or 
. ” Vv Al issour! *arime 6 ‘co 40 o.% 
White—happy little washday song; ‘eens teins Journal Missouri Ruralist 14.1 16.1 12,213 7,197 
Lifebuoy’s ‘“Beeeeee - oh;’’ Chipso’s Eastern Edition 16.5 7,070 12.6 & 40 984 4.81 Montana Farmet is 1 is ‘ 42,410 13.541 
“Tg? . : + - eS . Central Edition 13.2 5,679 7.5 e 1,989 O38 Ohio Farmer 3 5 9.727 
I'm Toughie—1 m Fluffy; and the Central latision. eet ae 904 5660 «3.848 | “Grenon Grance Bel- : . . ‘ 
“dreadful child’s voice demanding, tin all 3 Editions 10.4 4,442 6 69 980 649 j letin a 13 7 13 res us 0 84 13,748 
‘ , ve P en lor oy | *Hette Fruit 5.7 2,391 41 847 391 S47 | *Pennsylvania “armet 0.7 8,2 5 0,386 7.144 
Mummy, I wanna Salerno Butte Sars Bing 2 ae A of ly r++ eas. | ican @urenes 94 7.128 9.1 6.845 6.966 
Cookie.’ California Citrograpt 14.7 873 23.2 15 ¥873 15,555 | Western Farm Life 22.8 17,859 17 13.733 8,639 
hd . ve > ri sy . . ‘apper'’s or ‘ 24.9 rH 808 ol 13 16,869 1 632 “ 
What can the writers of ‘Happy Capers Pores ..-- 3 ‘ean | S68 380 28 —_ 188.8 153,935 191.4 156,883 133,415 14 
little washday song’ be thinking Of | country Gentleman $4.2 30,035 38.3 26,052 29,923 25,949 Bt-Weeklico—Augest ; 
aa > T ‘Americ Agri st 19.6 4.299 18.4 2,87 
when, on the one hand they read of - ctricity on Th a aa ce se samnerl an Agrice turist + ¢ 14.299 18.4 3.877 
. ‘arm 6.8 2%e 3 ‘ e ' d LONe F ‘ , 23,8 > 2 24,66 
the tremendous appeal of the ZoOV-) parm and Ranch 14.5 10,934 17.3 13,044 10,628 11,843 | California Cultivator 16.1 12.153 19.9 11,744 
ernment to women, to undertake Pam Journal «& a ; “ oak Dekota Farmes 10.4 7,991 12 7,991 
. . “armer'’s ife 83.4 3 29.2 2 31 ¢ "sg er, . 
man-sized jobs in war plants; to be-| epjopiaan Growers Mae. 45 2060 5a ase 060 8 36 fananas Whiten 13.9 10.928 14.8 11.634 10.734 
come officers by joining the Waacs| Hoosier Farmer, The. 12.8 6122 20.8 9375 6.1 1375 | | Local Edition 6.2 12,729 19.6 15,245 12.54 
*Kentuck) “armers’ daho “A le > oe 5 3 
and the Waves, and then, on the) ‘Yoi.0 Journal 96 7.494 9.0 0 6,620 6,236 | Netraska Farmer 20.0 14,592 15.7 11,396 1 
other hand, offer these same women | *Michigan Farm News. 15 2.996 0 17 60 996 160 | tAverage Four Editions 21.20 15,418 16.8 11,858 141 
. ’ ‘ *Nationa ivestock New England Home- 
‘Farmer in the Dell’ songs? end be . se 4.198 rT .198 4.21 lie ; 10.0 001 8.71 : 
~ Nation's Agriculture §.3 2,383 7.9 1 2,383 51 | Oregon Farmer 15.¢ 10.24 14.4 10,888 10,201) 1 
Wants Simple Facts *New Jersey Farm «& | Pacific Rural Press 
P , | Garden 17.7 7.950 25.0 11,234 202 750 Northern Edition 33.7 17,147 11.9 24,137 16,598 
“My merchandising experience) +onio farm Bureau Southern Edition 21.3 16,135 28.9 21.845 15,418 
with American women, especially | ,, News 10 6M 8S SH SO 8) eee me ee oe eee Pee F 
ce Poultry Tribune rairie Farme 
the American housewife, has been | caste Sitic 29 10.230 15.2 6,502 9,410 5,927 Ill. & Ind. Editions 15.6 11.261 14.9 10.819 11.234 1 
Eastern E n 2 : 
> . > - . ive or Central Edition 20.9 8.978 12.7 5.445 8,582 5.306 | Rural New Yorker 4.5 6.671 11.3 S760 0 
to tell her the truth; to give her Western Edition 17.9 7.679 106 1530 7.512 4.476 | Wallaces’ Farmer 18.5 14,462 22.2 17,374 11,743 1 
straightforward reasons why she Pacific Edition 19.1 x 210 7.3 1.810 7.819 1.4234) Washington Farmer 14.7 11,14 14 10,938 11,008 1 
should buy a certain product. I tIn all 4  setaaehang 17.1 7,335 10 92 7,196 4.338 | Wisconsin Agriculturist 11 8,83 11.0 8.611 8,289 
’ Progressive Farmer 
don’t talk up to her, nor do I talk | Tasctian Va Maition, 32.2 16.904 19.8 18688 16,008 12,684 Total Group oni.7 222.963 208.8 231.806 900,48 
down to her—I talk to her woman Georgia-Ala, Edition, 24.1 5 20.1 14,593 17,434 145TH] Weeklies—August 
. — —_ a . P Ky.-Tenn Edition 23.0 735 18.2 13,214 16,681 13,197 | *Capper’'s Weekly 2.6 79 8 6 i oa 
to WETNESS, I treat het = © woman | Miss.-La.-Ark Edit'n 23.3 16.971 18.1 13,154 16,860 13,123 *Washington Grange 
possessing as much if not more in- Texas Edition 24.5 17,854 18.9 13,792 17,734 13,681 aoe = 17.6 19.110 16 17,602 19.110 1 
i ganra P ae « tin all 5 Editions 21.0 15,300 15.3 11,161 15,246 11,144 | “Weekly Kansas City 
telligence than I. I have not had tAverage 5 Editions 23.¢ 17,201 IS.S) 15.68 17.102 18,646 | Star : 7 P : 
any trouble in interesting her to | Southern Agriculturist. 10.8 7.583 11 7.887 511 7.8 4 Missouri Edition r HHS 2.7 6629 6,071 
li -9 rmrec % | Southern Planter 1 S50 14 10,027 §.142 9,577 
buy my clients’ wares 1 I don't Successful) Farming 0.5 1S.111 0.1 1 2 17,994 13.410 Total Group 2.9 1 8 21.7 0.58 0,827 
talk baby talk to them, roll my eyes | Dailies— August 
or sin nurser rhymes. Nor do I Total Group 35.6 306,922 4771 770 297,378 267,657 | *Chicago Daily Drovers 
sing wee 4 y po a Monthlies— August Journal 13.4 28,598 11.2 86 24.382 
pretend to be Rosalind Russell. American Fruit Grower 7.9 3,171 6.2 2.842 3171 1442] *Kansas City Daily 
“te oY j ic - rence. Arkansas Farmer S4 6,358 a0 6,027 6.544 6.027 Drovers Telegram 1 4,708 10.8 22,98 26,602 2 
. Tests to determine listener reac | 'FParmer-Stockman 10.9 8.235 12.9 1.731 7.928 9599) *Omaha Daily Journal 
tion to commercials alone should be | «igane Grange: 7.3 «67,966 «86.4 6,930 7,966 6,930 Stockman 1 7.265 12.0 25,543 $037 2 
mandatory, Miss Wolff declared | Wyoming Stockman *St. Louis Daily Live 
see c | Farmer HS 6.056 Wy 20 KO 1,009 Stock Reporter 10.6 2! 800 a3 17.563 16,902 | 
Lauds Sanka, Duz | Total Group 04 11.786 s.? , 1 64 40 Total Group § 12 171 1 sus 10,905 
y . : P » meen | Semi-Monthlies— August 
While condemning many current] ocoirornia Grane eT ee ee 
commercials, she nevertheless tossed News 18.6 20,174 20.6 22,400 20,174 22,400 *Figures furnished by publisher 
eohi . P , “gc. ee . v2 Dairyman'’s League ‘one issue, 1942 two issues, 1941 
out orchids to a few. Sanka coffee ~ re \s sese 88 (ates - ais iiicw deahies SAGs ieeks team bees 
ssa dignified and to the point; Duz, Hoard’s Dairyman e045 14.801 16.5 12.004 12.544 10,081] Two issues, 1942; three issues, 1941 
thic “4. : ‘ ‘ : sc every.| Indiana Farmer's Guide ‘1 6,352 94 7,349 5,958 7,334 | 'Two issues, 1942; one issue, 1941 
which States that Duz does every Kansas Farmer 11.4 S, 70S 11. 8,794 7.499 K,393 ‘Five issues both years 
thing for your wash;’ Pegeen Pre-} Michigan Farmer 14.7 11,294 19.2 14,770 10,640 14,017 ‘Four issues both years 


| fers on Station WOR, Nancy Craig 
on WJZ, Adelaid Hawley on WABC 
—they give straightforward, sen- 
sible reasons why people should 
patronize their sponsors.” 

Miss Wolff warned that ‘“some- 


strike against an industry or a com- 
modity. Take the millinery indus- | 
try, for example. While it is ap- | 
parent that many women go without 


times women subconsciously go on 


What a difference the 


Don’t ignore Peoriarea 


INTRODUCTION makes! 


or let Peoria ignore you! 


WMBD can quickly introduce you to this pros- 


perous market because it 
to the hearts of the home 


holds a unique spot close 


folks here. It’s a position 


varned through public service, community effort and 


consistently fine entertainment. 


introduce your product 


response. 


No “outsider” can 


with such certainty of 


IT’S THE RIGHT INTRODUCTION 


AFTERNOON 


PREE & 
PETERS, Ine. 


Exduve Natronal 


Reprnestation 


WMBD gives you the only com- 
plete coverage for Peoriarea. 
C. C. Chappelle surveys for 
, Moming and night periods show 


similar dominance. 


This Central linois 

market knows WMBD 

and WMBD knows 

2. this market, too. We'll 

‘4 gladly send you any 

information you'd like 

§ to have. Just drop 

a line to WMBD, 
Peoria, Tl. 


LISTENERS IN Peoriarea! 


50.3% — WMBD 
20.7% — Station “A” 
10.8% — Station "B" 
8.4% — Station "C" 

8.9% — Station "D” 

3.9% — All others 


hats in protest against the ridicu- 
lous headgear which has been pre- 
sented to them year after year, 
| offering less and less for more and 
/more money, there are milliners 
who cannot keep their buyers sup- 
plied with as many hats as they 
wish to purchase from them—and 
this in spite of apparent hatlessness. 
Doesn't this speak for itself?” 

Offering her comments as “con- 
structive criticism,” Miss Wolff as- 
serted that “the pulse beat of the 
American woman is quicker, faster, 
driving her on to do her bit to win 
the war and keep the home fires 
burning at the same time for the 
men and their children of the com- 
ing victorious post-war period. So, 
remember, she is intelligent, alert, 
and one who demands and deserves 
the respect of everyone. Please, in 
her name, I plead for better radio 
commercials, written and timed to 
| her pace and tempo.” 


| 


Hershey Adopts 

Wartime Package 

| Hershey Chocolate Corporation, 
| Hershey, Pa., has introduced a new 
wartime paperboard container to 
replace the familiar tin-plated steel 


Farm Papers 
Continue Ad 
Linage Gains 


New York, Sept. 17.—Continuing 
their upswing, farm papers scored 
a net increase of 5.7 per cent in 
commercial display advertising lin- 
age reported for last month, com- 
pared with August of a year ago, 
according to an ADVERTISING AGE 
analysis this week based on reports 
of Publishers’ Information Bureau. 

Display advertising totaled 860,- 
325 lines, compared with 814,196 
lines a year ago. August dailies 
showed the largest gain, with an 
increase of 37 per cent. 

September monthlies were up 10.3 
per cent while August monthlies 
reported a gain of 69 per cent. 
August weeklies were up 3.2 per 
cent over last year. Declines were 
shown by August semi-monthlies 
and bi-weeklies, the former being off 
1.8 per cent, the latter 7.9 per cent. 


Bibliography Issued 
for Admen by AFA 


“Books for the Advertising Man” 
containing a classified bibliography 
on advertising, marketing and re- 
lated subjects, has been published 
by the Advertising Federation of 
America. 

The’ bibliography, costing $1, 
supersedes the 1935 edition and the 
six annual supplements _ issued 
since. The list of books is classified 
under 57 different headings and an 
index to authors and a directory ot 
publishers are included. 


Issues Color Manuals 


Container Corporation of America 
has published two new manuals of 
interest to the graphic arts field. 
|They are the Color Harmony 
Manual, which is for use by engra\- 
ers and printers in presenting at- 
tainable objectives in color balance 
and harmony according to scientific 
principles; and the Color Harmony 
Index, designed for use in the 
laboratories of ink manufacturers 
who do color research. 


container used for years 
packaging of pound and half-pound 
units of Hershey’s cocoa. Adoption 
of the new container, it is estimated, 
will release annually for war pro- 
duction uses at least 7,500 tons of 
steel, more than 200,000 pounds of 


block tin and large quantities of 
aluminum. 

The package design has been 
improved to give it greater shelf 


visibility. The new color scheme is 


white lettering, instead of alumi- 
num, against a maroon background. 
The container was developed by | 
I. H. Slesser, general purchasing 


agent for the company, in collabo- 
ration with the Container Corpora- 
tion of America. 


| Gets Liquor Account 


Northeastern Liquor Corporation, 
Cambridge, Mass., has named Hir- 
shon-Garfield, Inc., Boston, to direct 
advertising for Ron Virgin rum. 
| Newspapers, magazines and outdoor 
will be used. 


McEvenue Named Director 


S. C. McEvenue, general manager 
Life Assurance Com- 


WMBD is a member of CBS network |%,,¢77242, has been elected to 


the company’s board of directors. 


in the | 


| 
| 
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ADVERTISING AGE 


Willys-Overland, 
Western Union 
Earnings Up 


New York, Sept. 16.— Willys- 
Overland Motors, Inc., has re- 
ported a net profit of $1,164,543 for 
the nine months ended June 30, a 
substantial increase over the com- 
parable period last year when earn- 
ings were $30,886. Net sales for 
the nine months amounted® to $70,- 
741.930 against $14,129,380 in 1941. 


Western Union 

For the seven months ended July 
31, Western Union Telegraph Com- 
pany earnings were $4,420,560, com- 
pared with $4,039,858 during the 
same period last year. 


New York Telephone 

Net income was $17,014,177 for 
the seven months ended July 31, 
against $19,015,629 in the first seven 
months of 1941. 


RCA Communications 

Earnings of $422,907 during the 
seven months ended July 31, com- 
pared with $917,241 for the same 
period last year. 


Burroughs 

For the first six months of 1942 
Burroughs Adding Machine Com- 
pany had a net profit of $1,600,445, 
against $2,180,744 in the first half 
of 1941. 


Harris-Seybold-Potter 

For the year ended June 30, net 
income of $416,939 compared with 
$402,683 during 1941. 


Champion Paper 

Earnings were $486,478 during the 
16 weeks ended Aug. 16, as against 
$690,425 for the comparable period 
last year. 


American Airlines 

During the first six months of this 
net income was _ $1,205,318, 
ared with $866,727 for the first 
hall of last year. 


con 


Chicago & Southern Air 
For the year ended June 30, Chi- 
cago & Southern Air Lines earnings 


were $128,159, compared with a 
deficit of $111,931 in the previous 
year. 


Trust Firm Names Agency 
Stockton - West - Burkhart, Cin- 
cinnati, has been appointed adver- 
tising agency for the Central Trust 
Company, Cincinnati bank. 


Campbell Leaves Kimball 


Stuart Campbell has resigned as 
art director of Abbott Kimball & 
Co.. New York. No successor has 
been named. 


TALK BIBLE PROGRAM PROMOTION 


Discussing sales promotion plans for the program, 


aired five times weekly over MBS stations, 


"Bill Hay Reads the Bible,” 
are (left to right) J. C. Morse, 


vice-president, and Dan B. Miner, president, of Dan B. Miner Co., agency for the 
program; Mr. Hay; and J. E. Steyskal and Irvin S. Atkins, also with the agency. 


Program ‘Filler’ 


[Develone Into 
Regular Show 


Los Angeles, Sept. 16. — It all 
started as a summer “filler” for 
Amos ‘n’ Andy ‘way back in 1928, 


but today the radio program “Bill 
Hay Reads The Bible” gives prom- 
ise of carrying him to even greater 
popularity than he enjoyed in the 


past. 
Bill Hay had been Amos ‘n’ 
Andy’s announcer ever since they 


started on the air as Sam and Henry 
in 1925. During the blackfaced 
pair’s only vacation in 1928, Bill 
Hay filled in by reading from the 
Bible. It was so popular that he 
continued to read from the “good 
book” for seven years. Then in 


1935 Amos ‘n’ Andy’s sponsor for- 
bade anyone on the program from 


being identified with any other 
show. So Bill discontinued his 
reading. 


Fans Wanted Program Back 

Up until early this year, Bill had 
been receiving fan mail with most 
pleas stating, “I hope you'll begin 
reading the Bible again, Mr. Hay.” 
When Bill was relieved of his Amos 
‘n’ Andy chore early this year he 
returned to reading the Bible for 
his radio friends over the Mutual 
Broadcasting System's coast-to- 
coast network and the mail is pour- 
ing in once again. 


Sponsored in Los Angeles 


The program is sponsored in Los 
Angeles by Forest Lawn Memorial 
Park. It is sustaining in the rest 
of the country, but is being offered 
on a local basis with provisions for 
cut-in commercials. A number of 
stations in the East have sold the 
program on this basis according tu 
Dan B. Miner Company, Los An- 
geles agency which handles the pro- 
gram. The network release is heard 
|}from 12 to 12:15 p. m. EWT. 


os 
In 
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Tracy Leaves ‘Look’ 

Lee Tracy has resigned as promo- 
tion manager and director of the 
“Spotlight of Fashion,” editorial 
feature of Look. 


. ’ 
Joins Four A's 

Logan & Arnold, Los Angeles, has 
been elected to membership in the 
American Association of Advertis- 
ing Agencies. 


Radio Drive Puts 
V-Mail Campaign 
Over with Bang 


Washington, D. C., Sept. 16.—An 
intensive two-week radio promotion 
campaign has been credited with a 
large share of the 100 per cent in- 
crease in the volume of “V-Mail” 
microfilmed for transportation § to 
men abroad, according to Lt. Col. 
E. M. Kirby, chief of the radio 
branch of the bureau of public rela- 
tions of the War Department. 

Quoting reports from Maj. H. F. 
Ambrose of the Army postal serv- 
ice, Col. Kirby said that an upswing 
of 32.9 per cent in the V-Mail letters 
dispatched during the week follow- 
ing Aug. 23, when the campaign 
was begun on the “Army Hour.” 

During the week ended Sept. 6, 
219,972 V-Mail letters were dis- 
patched, an increase of 95.2 per cent 
over the week immediately preced- 
ing the opening of the campaign on 
Aug. 23. 


The V-Mail campaign was carried | 
on for two weeks on the “Army 
Hour,” official War Department 


radio mission, broadcast over NBC 
at 3:30-4:30 p. m. EWT, and through 
spot announcements on hundreds of 
established programs, both sustain- 
ing and commercial, on networks 


/and local stations. 


FTC Grants Delay 


in Cigaret Cases 


The Federal Trade Commission 
has granted extensions until Sept. 
25 to the R. J. Reynolds Tobacco 
Company, and until Oct. 1 to Philip 
Morris & Co., Ltd., to prepare their 
answers to FTC charges of “false 
and misleading advertising.” It was 


expected that an additional ex- 
tension, probably until Oct. 11, 
would be granted to the American 
Tobacco Company. 

The FTC attacked virtually 
the basic competitive copy 
for Camels, Philip Morris, Lucky 
Strike and Pall Mall cigarets, as 
well as pipe tobacco brands of the 
three companies, in recent actions. 


all of 
claims 


Hampel to Air Line 


L. F. Hampel, one-time curator of 


social sciences at the Museum of 
Science and Industry in Chicago, 
and more recently assistant pro- 


fessor of statistics and 
the University of Akron, has joined 
United Air Lines as an economist 
in that company’s market and eco- 
nomic research department in Chi- 
cago. 


finance at 


We're Studying Signs To- 
day to Serve You Better 
After the War. 


Theyre 
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WE El Columbia’s Friendly Voice in Boston 


Owned and operated by the Columbia Broadcasting System. Represented by Radio - 
Sales with offices in New York, Chicago, Los Angeles, St. Louis, San Franciseo, Charlotte ft: 
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‘Good House’ in 
Frontal Attack on 
Men’‘s Wear Field 


New York, Sept. 16.—Although 
the corcept of Mrs. America as 
purchasing agent for the family— 
the whole family—has been ac- 
cepted almost as an axiom by busi- 
ness and advertising interests for 
many years, the campaign which 
Good Housekeeping has just 
launched to sell itself as a major 
medium to manufacturers of men’s 
wear is the first frontal attack on 
this theme so far attempted by any 
of the so-called women’s service 
magazines. 

Launching a campaign in Men’s 
Wear, men’s clothing and furnish- 
ings paper, Good Housekeeping is 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


using full pages and spreads to tell | 


manufacturers and distributors in 
this field that the woman’s magazine 
is growing in importance as a me- 
dium for men’s wear advertising. 
A direct mail campaign is backing 
up the publication copy and Good 
Housekeeping is also stepping up 
the pressure editorially with fre- 
quent pages telling readers how to 
buy men’s socks, shirts, pajamas, 
etc. 
The 
theme, 
men’s 
ment 
most of 


woman's 

based on 
wear retailers 
stores, is that 
the men’s wear 


magazine’s 
surveys 
and 
women 
now 


copy 
among 
depart- 
buy 
and 


will look for the Good Housekeep- | 
mer- | 


ing guaranty seal on men’s 
chandise just as eagerly as they 
look for it on groceries, home fur- 
nishings and fashion merchandise. 
A spread in last week’s Men’s Wear, 


|for example, declared that 84 per 


cent of Good Housekeeping’s read- 


ers buy shirts and socks and shorts | 


for their menfolk; that the National 
Retail Dry Goods Association esti- 


|mates that women purchase 85 per 


cent of all men’s wear in depart- 
ment stores; that men’s wear buyers 
in department and _ haberdashery 
stores testified last year that sales 
to women of men’s shirts and paja- 
mas, alone, accounted for 60.2 per 
cent of volume during normal sell- 
ing periods, advancing to 79 per 
cent during pre-Christmas and 
Father’s Day seasons. 

John A. Cairns & Co., New York, 


‘is handling the promotion activities 
|directed at the men’s market. 


Carter-Thomson 
in Receivership 


Carter-Thomson Company, Phila- | 
delphia, has been placed in receiv- | 
Carter, | 


and Russell K. 
president, has joined Gray 
Rogers, Philadelphia, as 
executive. 


ership 
and 


Stuart Thomson, secretary-treas- | 
/urer, has become advertising man- 


John Middleton, 
Philadelphia; 


Inc., 
while 


ager for 
tobacconist, 


Lawrence Everling, account execu- | 


tive, will open his own agency. 


account 


OVER “% OF ALL WORKERS 
are directly employed in 


WAR PRODUCTION 


SAN DIEGANS are detinitely 


interested in your morale- building, 


industrial relations message. We 


are plane builders-- ship builders-- 


chute makers -- parts makers 


here -- and we want your story. 
Best told in the San Diego Union 
and Evening Tribune-Sun. One 
“buy” does the job! 


SAN DIEGO UNION 


and TRIBUNE -SUN 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


t New York Chicago © Cleveland © Denver @ Seattle © Portland © San Francisco e Los Angeles | 


Getting Personal 


Mrs. Garfield Swift, asst. to the Eastern ad mgr. of Street & Smith, 


is now having her mail forwarded to Gracie Square Gardens where 
she has taken a suite... 


Labor Day weekend was good to anglers E. A. Trizil, space buyer 


of McJunkin Adv. Co., and H. L. Hulsebus, who recently was named 


ANNIVERSARY PARTY FOR PATT 


' shad 


The 20th anniversary in radio of John F. Patt, vice-president and general manager 
of WGAR, Cleveland, brought a large cake from the secretarial staff with 20 
candles for the 20 years. 


account executive of 


Leo Burnett Co. 


In a sylvan setting at Dun- 


Roven Lodge, Hayward, Wis., Messrs. Trizil and Hulsebus have been 
photographed holding two muskies, weight: Trizil, 12 lbs.; Hulsebus, 


13 Ibs... 


Flying Officer John L. McCaul, RCAF, has been awarded the Dis- 


tinguished Flying Cross. 


ONLY FACE COUNTS 


Posing as part of an old-time undies 
ad, Betty Jane Hess emerged the win- 
ner in the Cosmopolitan Cover Girl 
contest, staged at the Stork Club. Jinx 
Falkenberg, film star, is amused, but 
Paul MacNamara, Hearst Magazine's 
promotion manager, seems to find the 
cameraman more interesting. 


In peacetime, Hero McCaul was assistant 


for the 
Mills in 


advertising manager 
Howard Smith Paper 
Montreal. . . 

Lee F. Kelly, ad mgr. of the 
Times - Enterprise, Thomasville, 
Ga., has been elected state rep- 
representative. . . Jack O'Mara, 
WOWO-WGL, Ft. Wayne, Ind.. 
promotion mgr., is the father of 
a baby girl, called Patricia. Our 
informant says all the O’Maras 
are now doing well. . . 

A new text book for children, 
based on the geography, history 
and folk-lore of our “good neigh- 
bors to the South,” is the work 
of Wallace West, member of 
NBC’s news and special events 
department. The opus will be 
published by Noble and Noble, is 
aimed at 12-15 year reading 
levels, is based largely on the 
network's “Good Neighbor” radio 
programs. . . Clarence Wolf, Jr., 
president of Philadelphia’s 
French-Wolf Paint Products 
Corp., was married Sept. 11 t 
Alma C. Backus... 

It's Emil G. Stanley, adv. mgr. 
of Traffic World, Chicago, now, 
instead of Emil G. Stankey. 
Friends and business associates 


learned of the change through a clever announcement revealing “an- 
other war conversion—authorized by the courts.” . . 

Norman Kirschner, sales prom. mgr. of Independent Pneumatic Tool 
Co., Chicago, is back at his desk after a honeymoon. . . 

Presented last week with a life membership in the National Indus- 


trial Advertisers Association was 


Lt. W. Don Murphy, USN. The 


presentation was made at the meeting of the Chicago Industrial Ad- 


vertisers Association. 


Frederic I. Lackens, a.m., The Hays Corp., 


FOR A WARTIME TURKEY DAY 


Members of the war efforts committee of the Advertising Managers Club of 
Chicago approve the poster which will promote “Hospitality Week" Nov. 22-29, 
urging American families to invite servicemen to their homes for Thanksgiving 


dinners this year. 


Left to right are H. T. Webb, Modern Marketing Service, 


who suggested the idea; H. W. Dickhut, Diversey Corp.; Charles Lilienfeld, 


National Tea Co.: 


Edward Grossfeld, Hart, 


Schaffner & Marx; and James 


Keithley, Montgomery, Ward & Co. 


Michigan City, Ind., made the presentation to Lt. Murphy, who be- 
fore joining the Navy was national NIAA prexy as well as an execu- 
tive of Reincke-Ellis-Younggreen & Finn. . . 

B. P. (Bud) Mast, Conover-Mast Corporation, has been named vice- 
chairman of the business and trade paper group of the Chicago Com- 


munity Fund drive 


—— 


Southern Farm Paper 


| Forms Radio Alliance 


Southern Agriculturist has formed 
a cooperative alliance with six 
|Southern radio stations—WSB, At- 
lanta; WBT, Charlotte; WFAA 
Dallas; WAPI, Birmingham; WSM. 
Nashville, and WWL, New Orlean 

The six stations will broadcas: 
six days every week, facts aboy 
Southern Agriculturist, its storie 
articles, special departments an 
features. In turn, the publicatio; 
beginning with the October issu 
will start a radio feature, a spread 
given over to a special radio lox 
|high-lighting programs of intere:: 
to its subscribers, plus news anj 
pictures of radio personalities, new 
of stations and the industry of inte) 
est to the agricultural audien 
|O’Dea, Sheldon & Canaday, Ne 
York, is the agency. 


‘New Sweet's Service 
for Product Designers 
Sweet's Catalog Service, divisio 
| of F. W. Dodge Corporation, Ne 
York, will issue the first compil: 
|tion of a new “File for Produ 
Designers” early in 1943. 
| The new marketing service wi! 
consist of one or more bound in- 
|dexed volumes, containing manu- 
facturers’ catalogs of material 
‘parts and finishes. Material w 
also be included on manufacturing 
| techniques and on work equipment 
used by product designers. 


1~m 
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CONVERT YOUR 
ADVERTISING 


to War-time Needs! 


; 4 
(MDUST ADVERTISING 


Ot ‘eeatiee 


AOVETTIONG 
eee 


THESE FREE BOOKLETS 


are packed with actual ex- 
amples of how manufacturers are 
tailoring their business paper ad- 
vertising to the war-time needs 
of their customers and prospects 
Here's helpful suggestions on 
“What to Say” to the key men 
in 13 specific industrial fields : 


Design Engineers 
Electrical Contractors 
Electrical Engineers 
Electronics Engineers 


Construction Engi- 
neers 


Power Engineers 
Chemical Engineers 


Mining Engineers 
(Coal, metal and non- 
metallic) 


Textile Manufacturers 
Food Processors 


Metal Working Pre- 
duction Men 


Aviation Engineers and 
Production Men 


Plant Management ard 
Maintenance Men 


FOR COPIES 


OOOOO OOOOUOUOU 


just check th 


dustry you are interested in 
this ad to your letterhead 
mail to: 


McGraw-Hill Publishing 
Company, Inc. 


330 West 42nd Street 
New York, N. Y. 
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Council Prepares 


hd, Press Drive 
for Rubber ‘Czar’ 


Washington, D. C., Sept. 16.—One 
of the first tasks facing William M. 
Je‘fers, new rubber administrator, 


w ll be approval of an over-all in-| 


fo mation, education, and advertis- 
ins program on tire and automotive 
conservation, being prepared jointly 
b. the Office of War Information 
ai d the Advertising Council. 

The program, which will coordi- 
nute the public educational meas- 
ures of the War Production Board, 
the Office of Price Administration, 
the Office of Defense Transporta- 
ion, and the Office of the Petroleum 
Coordinator for War with the ad- 
vertising and publicity of private 
industries affected, is being mapped 
by the OWI bureau of campaigns. 

First steps toward development of 
the drive were taken early in Au- 
gust, when representatives of the 
Advertising Council met representa- 
tives of the automotive, rubber and 
petroleum industries, and the above- 
named federal agencies to get the 
ball rolling for conservation cam- 
paigns that would inevitably be- 
come necessary. 


Sample Campaigns Ready 


Three advertising agencies, 
Arthur Kudner, Inc., (Buick and 
General Motors); Campbell-Ewald 
Company (U.S. Rubber), and Len- 
nen & Mitchell, (Tide Water Oil) 
have developed sample campaigns 
bearing on their industries’ phases 
of the problem under the chairman- 
ship of Don U. Bathrick, general 
sales manager of Pontiac, now at- 
tached to General Motors’ Washing- 
ton office. 

Copy themes from these cam- 
paigns, in line with OWI practice, 
will be used in newspaper, maga- 
zine, film and radio publicity, and 
! normal advertisements of 

idividual companies. 

As vet no industry-financed gen- 
eral advertising campaign has been 
approved. Early in August it was 
estimated that automotive, rubber 
and oil companies might pool up to 
$3,000,000 for an over-all automo- 
tive conservation drive. (ADVER- 
TISING AGE, Aug. 3.) 


Jeffers’ Record Praised 


Mr. Jeffers, named rubber admin- 


istrator yesterday by Donald M. 
Nelson, WPB chairman, will be 
charged with carrying out the 


nationwide gasoline rationing pro- 
gram and other steps recommended 
last week in the Baruch report. He 
was active in the Omaha World- 
Herald scrap drive, which  out- 
stripped all other campaigns fo 
scrap iron and steel in the country, 
before coming to Washington. 

Born in North Platte, Neb., in 
1876, Mr. Jeffers worked up from 
office boy and train dispatcher to 
president of the Union Pacific rail- 
roa 

“Anyone who knows Mr. Jeffers,” 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


[Na hep. —THE KATZ AGENCY, INC. 


said Mr. Nelson in appointing him, 
“knows also that he is an exceed- 
ingly competent executive and ad- 
ministrator who can do any kind of 
a tough job. This job is one of the 
toughest. I am placing Mr. Jeffers 
in this post with the approval of 
the President, and I am delegating 
to him all of my authority. From 
this point on, any problem con- 
nected with rubber is a matter for 
Mr. Jeffers’ decision and I know he 
will do this job.” 


Paul Hollister Made 
CBS Vice President 


Paul M. Hollis- 
ter, one-time 
executive vice- 
president and 
publicity director 
of R. H. Macy & 
Co., and more 
recently with J. 
Stirling Getchell, 
Inc., has been 
appointed  vice- 
president in 
charge of adver- 
tising and sales 
promotion of 
Columbia Broad- 
casting System. 
Mr. Hollister has also served with 
H. K. McCann Company and Bat- 
ten, Barton, Durstine & Osborn. 
While with Macy’s he was closely 
identified with the management of 
Station WOR. 


Paul Hollister 


OPA Reshuffled 
Again; Horton 
Placed in Charge 


(Continued from Page 1) 
the professional consumer people, 
who dominated the thinking under 
Miss Elliott, nor to the advertising 
and marketing, men who 
guided Mr. Sessions. 

As the result, the eight branches 
of the old consumer division, which 
issued its own publicity releases, 
have been absorbed into three major 
sections of the information division 
of OPA, whose personnel will be 
finally determined within 10 days. 
These branches will be information, 
under Leigh Plummer: education, 
for the present under Robert E. 
Sessions, late head of the consumer 
division; and a field staff probably 
to be headed by Sargeant Child. 


have 


Nugent's Work Transferred 


Definitely missing will be the 


commercial relations branch, headed | 


by Wroe Alderson of Curtis Pub- 
lishing Company, who resigned 
Monday. Up in the air, with Mr. 
Alderson’s resignation, is the plan 


for retail advertising drives in each 
city under the sponsorship of news- 
paper advertising executives. 

Work on the consumer require- 
ments branch, headed by Russell 
Sage economist Rolf Nugent, will be 
handled elsewhere, while Mr. Nu- 
gent will continue to serve Leon 
Henderson as a consultant in de- 
veloping his “Nugent plan” for in- 
stallment selling in reverse, before 
returning to the consumer credit 


division of the Federal Reserve 
Board. 
Victor Ratner, former CBS and 


Lord & Thomas executive, who has 
served as a policy-development as- 
sistant to Mr. Sessions, is expected 
to take one of two offers from the 
Office of War Information and the 
War Production Board. 

Ruth Ayres, who has headed the 
women’s activity branch, developing 
the so-called Nyack plan of price 
education, will remain in the educa- 
tion branch. 

William H. Wells, who has headed 
the editorial and materials produc- 
tion .bran¢h, will join the informa- 
tion. division. 


James With Treasury 

William H. James, for many years 
advertising director of Hudson Mo- 
tor Car Company, Detroit, is now 
working for the Treasury Depart- 
ment on war bond sales. 


Sherwin-Williams 
Expands Schedule 
for Kem-Tone 


(Picture on Page 53) 

New York, Sept. 16. Resuming 
the promotional drive that intro- 
duced Kem-Tone wall finish to con- 
sumers last spring, Sherwin - Wil- 
liams Company this week expanded 
its list with a schedule due to run 
through the next two months. 

Full pages in color, appearing in 
The American Weekly, Better 
Homes and Gardens, Life and This 
Week Magazine, stress the “miracle 
wall “amazing new 
discovery of modern paint science 
revolutionizing home decoration.” 
Easy application is dramatized by 
illustrated panels labeled “No Muss 

No Fuss ... No Bother.” 

Sherwin - Williams will continue 
its cooperative dealer copy in local 
newspapers. Newell-Emmett Com- 
pany is the agency. 


MAILING SERVICE 


Multigraphing 


finish” as an 


~~ Filling-in 


Addressing Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


Htow te 


Sol in RRMY OF OCCUPATION 


THE OCCUPATION: Building ships and guns and tanks and 


half-tracks to meet and master America’s greatest crisis since 


Valley Forge. 


THE ARMY: Thousands and thousands of men and women who 
have migrated to the Philadelphia territory to do this mighty job, 
plus those already here. The trek continues to this mecca of mechan- 
ics .. . now the nation’s No. 1 war producer. 


Its immediate area has been swelled by 300,000 buyers since 
the last census, and still they come. New faces in the community 
new prospects for whatever it is you sell. Philadelphia payrolls 
are up 120% since 1940. 

But the Philadelphia territory doesn’t end there. From the Alle- 
ghanies on the northwest to the Atlantic on the southeast, other 
war-busy communities reflect the shift in population to this 50-mile 
belt between the mountains and the sea. 


Capture this “army of occupation” in its spending mood, through 
KYW and its NBC programs, to which the newcomers are predis- 
posed. Marshal the penetrating power of its 50,000 watts, directed 
cleanly at the market. KYW, more than any force we know, will 


help you invade this mighty market. 


A 
. 


Wwowo + 


WGL-: 


@): WESTINGHOUSE RADIO STATIONS Inc 


WBZ + WBZA + KDKA + KYW > 


PHILADELPHIA 


REPRESENTED NATIONALLY BY NBC SPOT SALES 


$0,000 WATTS 
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Fuel Crisis Gives 
Spurt to Heating, 
Insulation Fields 


(Continued from Page 1) 


Makers of weatherstripping 
hardware dealers; 

Coal dealers, already active in 
getting consumers to stock up before 


and 


heavy winter transportation de-| 
mands force curtailment of car- 
loadings; 


Heating and ventilating engineers 
and architects, many of whom have 
been suffering from curtailed build- 
ing, unless they were employed on 
government projects. 


First Real Boom 


In many of the rationed states, 
where war construction has not 
been heavy, plumbing, heating and 
building contractors and lumber 
dealers will feel the first real busi- 
ness boom since the old Office of 
Production Management began dis- 
couraging building a year ago. 

Donald M. Nelson, chairman of 
the War Production Board, an- 
nounced the fuel rationing program, 
to be administered by the Office of 
Price Administration, after a thor- 
ough study by a special committee. 
Members were Mr. Nelson as chair- 
man, Price Administrator Leon 
Henderson, Under Secretary of War 
Robert P. Patterson and Deputy 
Petroleum Coordinator Ralph K. 
Davies. 

The coupon rationing plan is 
expected to cut fuel oil consumption 


mur’ FACTS 


EXPERTLY ANALYZED AND 
VISUALIZED FOR EFFECTIVE 
PRESENTATION TO MANAGE. 
MENT. EMPLOYEES, OR GOV.- 
ERNMENT. WRITE: 


*VISUALFACTS 


2 West 46th Street, NYC 


WARTIME ADVERTISING DISPLAYED IN COMMERCE BUILDING 


Shown here are two views of the "show" now running in ihe lobby of the Department of Commerce building, Washington, 


starring wartime advertising. 


It is the first extensive exhibit of commercial material to appear in a federal building. 


for heating purposes as much as 25 
per cent, perhaps more if the win- 


ter is severe and_ transportation 
difficulties increase. 
The rationed area includes the 


17 Eastern seaboard states and the 
District of Columbia, where gaso- 
line rationing is now in effect, and 
the Midwestern states of Minnesota, 
Wisconsin, Illinois, Indiana, Michi- 
gan, Ohio, Missouri, Iowa, Kansas, 
Nebraska, North Dakota, South Da- 
kota and Kentucky. 


Tankers Lacking 


Mr. Nelson explained that ration- 
ing in these states was due indi- 
rectly to the Nazi submarine war- 
fare and to the withdrawal of 
tankers normally serving the East 
to essential service on military 
supply routes. 

“The fuel oil shortage, resulting 
as it does from a loss of transpor- 
tation, is a war burden which should 
be spread over the country as far 
as practicable,” Mr. Nelson said. 
“The Midwestern states, although 
presently approximately in balance, 


ethe twins 


define close 


dealer, station cooperation 


The “Twins” play a dual role in 
the rich, populous Texas Gulf Coast 
markets. They entertain and sell 
consumers thru highest rated net- 
work programs. And the “Twins” 
work in closest cooperation with a 
considerable number of the smart- 
est, most wide-awake merchants in 
both Houston and Corpus Christi. 


If there is any information you wish 
concerning the relative sales posi- 


@ Represented Notionally 


eee oe 
eg | 


tion of your product against com- 
petition . .. or if you wish to 
determine the potential markets in 
metropolitan Houston and Corpus 
Christi, the “Twins” will now sup- 
ply this information in jig time. 


Let us prove to you today what 
“merchant-dising” means in terms 
of closest manufacturer, distributor, 
dealer, consumer relationship. Drop 
us a note right now. 


by the Bronhom Compony 


Minin 


ee te aS A ae me 2 a ar 


are the nearest points from which 
fuel oil may be drawn, with a 
minimum use of_ transportation 
facilities, to mitigate somewhat the 
Eastern shortage. This withdrawal 
of fuel oils from the Midwest neces- 
sitates rationing in that area.” 

The states of Tennessee and Okla- 
homa will not be included in the 
rationed areas because the number 
of fuel oil burners existing in those 
states does not justify rationing. 

Pointing out that an estimated 
3,140,000 oil burners in the rationed 
areas can be converted to the use 
of coal, Mr. Nelson not only urged 
those home owners who could do 
convert as a “patriotic measure,” 
but added a “big stick” of persua- 
sion. The big stick was in the pro- 
vision that those home owners 
suffering hardship might apply for 
additional rations, but that none 
would be forthcoming if conversion 
or conservation had been neglected. 


Encourage Advertising 


Manufacturers, dealers and others 
benefitting from the above, as well 


as the oil companies, who will 
suffer, were encouraged to adver- 
tise in support of the conversion 


program from three different quar- 


ters, the Office of the Petroleum 
Coordinator for War, the Office of 
War Information and the Office of 


Price Administration. 

Petroleum Coordinator Harold L. 
Ickes, speaking before the Baltimore 
Advertising Club yesterday, said, 
“Here is one important spot where 
you men in the advertising business 
cen help. You can urge your clients 
to carry to their customers and to 
those to whom they direct their 
messages, the fact that they should 
convert to coal if they can, as soon 
as they can. 

“Those who cannot convert 
should see their oil dealer or serv- 
iceman and have him tell them how 
they can save fuel. In so doing, 
you and your clients and their cus- 
tomers will not only be acting in 


your own best interest, you will 
be serving your country—for oil is 
ammunition and we must use it 


wisely.” 

So important is the fuel oil prob- 
lem in relation to other messages 
at the present time that the Treas- 
ury Department relinquished its AA 
priority on war bond messages over 
the air to the fuel program. 

As the result, William B. Lewis, 
OWI radio director, sent messages 
to all station managers, radio spon- 
and networks serving the 
rationed areas, asking them to sub- 


sors 


stitute fuel conservation and con- 
version announcements for war 
bond announcements during the 


three weeks from Sept. 16 to Oct. 7. 

“Although the Treasury will con- 
tinue to send through bond an- 
nouncements during this period,” 
Mr. Lewis explained, “all stations 
and advertisers in the rationed 
areas will be asked to use them for 
background material only, substi- 
tuting fuel announcements.” 

The radio division will also plan 
a series of one-minute transcrip- 
tions, 15-minute transcriptions and 
full programs, in addition to incor- 
porating the fuel story in network 
programs. 

The OWI bureau of 
headed by Ken R. 
pared a master 


campaigns, 
Dyke, has pre- 
information pro- 


gram, coordinating the educational 
activities of all OWI branches, as 
well as WPB, OPA and OPC, during 
the crucial fall months. In addi- 
tion, in cooperation with the Adver- 
tising Council, the OWI is encourag- 
ing cooperative group advertising 
by the “conversion” industries. 


Use of Brand 
Names by Oil 
Firms in Doubt 


BULLETIN 

New York, Sept. 18.—Gasoline 
advertisers predicted here today 
that if decreased emphasis on brand 
identities becomes necessary, in line 
with views expressed by Washing- 
ton petroleum officials, promotional 
efforts will be geared more strongly 
than ever to the service facilities of- 
fered by retail outlets. 

It was pointed out that the East- 
ern pooling plan, accepted by the 
industry, does not in itself mean the 
elimination of brand names, but aims 
at conservation of distribution facil- 
ities. Some observers said that the 
first move away from brand identi- 
fication might be seen in eliminating 
trademarks from trucks which sup- 
ply stations, but it was regarded as 
likely that pumps would continue to 
carry the conventional names. 

Even if trademarks were ordered 
removed from pumps, at a later 
date, advertisers would find it more 
essential than ever to continue their 
advertising and stress service facili- 
ties, these sources said. 


Washington, D. C., Sept. 17. 
Unification of the entire petroleum 
distribution system of the 17 ra- 
tioned states on the Eastern sea- 
board will be ordered shortly as a 
war measure, but the question of 
elimination or preservation of com- 
petitive brands has been sidetracked 
temporarily for more urgent prob- 
lems bearing directly on the war 
effort. 

Petroleum Coordinator Harold L. 
Ickes next week will issue a direc- 
tive permitting all of the oil com- 
panies serving the East to pool their 
transportation and storage facilities, 
retail delivery trucks, and unloading 
tracks for gasoline, kerosene, dis- 
tillate fuel oil and residual fuel oil. 

Actually Mr. Ickes’ order will 
simply give legal sanction to a 
system that has been developed by 
the oil industry in collaboration 
with the OPC, the Office of Price 
Administration, the War Production 
Board and the Office of Defense 
Transportation, and which received 
the unanimous approval of the top 
executives of the companies con- 
cerned, at a meeting here Tuesday. 


Question Still Unsettled 


At a press conference today, Mr. 
Ickes stated that the question of 
elimination of brand names has not 
been settled. Indications were that 
it would not be covered in next 
week's order. 

No government move to concen- 
trate or pool retail outlets is in 


prospect, although the impact of ra- 


tioning on sales, and the demar 
for manpower elsewhere is bo, 
to result in a gradual reduction 
the number of stations. The uw 
cation will include the pooling 
retail routes, one truck, for exam, 


|} serving competitive stations in ; 


section of a town from commun 
storage facilities. Under the nm 
system all of the oil companies y 
operate virtually as one big co) 
pany. 

Ralph K. Davies, deputy pet) 
leum coordinator, speaking bef; 
the National Petroleum Associat 
in Pittsburgh today, predicted t} 
the drain on manpower and nati: 
wide rationing to conserve the ru 
| ber supply would exact a heavy t 
|in oil circles. 


Must Share Facilities 


“One prospect clearly ahead 
the necessity for greater utilizati 4 
of industry operations,” Mr. Day 
said. “By this I mean the joini g 
| together of normally separate e - 
tities to accomplish a_ sharing 
joint use of facilities and resourc 
The identity of the individual ope - 
ation must at many points be su - 
merged to attain the grea‘ :r 
return from a lesser expenditure 

“The free competitive system | y 
|}its very nature involves muh 
duplication of plant and of ma»- 
power, but the initiative, inventiy»- 
ness and the’ general urge ) 
improvement which derive from 
the ever-present challenge of tie 
|competitive arrangement easily 
justify its apparent defects. 

“The impact of the war on the 
petroleum economy cannot but re- 
sult in certain casualities in «|| 
ranks. We shall look to the indu-- 
try to devise profit sharing and loss 
sharing plans within its own mem- 
bership.” 

Pointing out that the question of 
uniform specification of products 
would arouse different viewpoints, 
Mr. Davies said, “If plants and 
storage are to be shared, it follows 
inevitably that product must to an 
extent be standardized so as to 
admit of common use. Frankly, 
I can see no escape from the 
pension of certain brand distinc- 
tions during the war period.” 


Sus- 


McEdwards Advanced 


W. J. McEdwards, 
ber of the local and_ spot 
department of the NBC central 
division, has been named to the net- 


former mem- 


Sa ls 


work sales staff, succeeding Frank 
O’Leary, who will leave for duty 
with the Navy Oct. 1. Louis E 
Tilden, former sales representative 
in Chicago for the NBC interna- 
tional division, will succeed Mr 


McEdwards. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 
© Direct Mail Advertising 
e Created and Produced 
© Dealer Help Campaigns 
© Automobile Owner Lists 
e Rated Consumer Lists 
© Addressing and Imprini ing 
eContest Judging 
ePremium Mailings 
eSampling by Mail! 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. — Chicago, Ill. 

305 E. 45th St. New York City 

721 Venice Blvd., Los Angeles. Cal. 
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ADVERTISING AGE 


Private Lines 


he joint armed forces ruling on!trol. As the result the full impact 
advertising costs (Advertising Age,|of the forceful advertising copy 
Sept. 14) is in practically complete was curtailed by the confusion of 
form for publication, after approval policing efforts by housewives, re- 
by the Army, Navy and Maritime cruited largely through consumer 
Commission. Provisions of the War organizations. 
Production Board’s “Green Book,” a *  % 
titled, “Explanation of Principles for, The Quartermaster Corps Depot 
Determination of Costs under Gov-|in Chicago is at work setting up 
ernment Contracts,” will apply on | specifications for a dog food. The 
cost plus contracts. The price ad- | research has been under way some 
jusiment boards will be governed time, with no date set for an an- 
by Treasury Department regulations Nouncement. Dog food, which en- 
(Advertising Age, Aug. 31, Sept. 14) | joyed a boom as income permitted 
in their re-negotiations of fixed feeding the pooches fancier fare, 
price contracts. The statement will ™®@y thus come to the armed forces. 
recognize the right of advertisers to Dogs, of course, are being used in 
proiect their good will, brand names the army. Regular army officers 
and trade marks, but will assume Jest that the dogs should be called 
that an industry converted entirely WOOFS, completing the WAVES- 
to war production need spend less WAACS trilogy. 
on advertising than one which still sia ale tet 
has goods to sell. 


* * * 


Pabst Brewing Company is being 
solicited vigorously for a network 
William M. Jeffers, president of |radio show. Since the networks 
the Union Pacific Railroad, was in| opened their lines to beer, Pabst has 
line for an important War Produc-| at least cocked an interested eye at 


tion Board post, if not the rubber ad-| the possibilities network radio could | 
The brewer has auditioned | 


ministrator job, weeks before WPB_| offer. 
Chairman Donald Nelson announced |a number of unsolicited programs, 
his appointment. As part of the) including—it is said—Hedda Hop- 
advance buildup to his appointment, | per’s Hollywood show, now on the 
he was given a share of the spot-| loose from California Fruit Growers 
light when the Omaha _ World- Exchange, like Pabst a Lord & 
Herald’s scrap drive was presented Thomas account. A decision may 
to members of the American News- be made next week. 
paper Publishers Association at a ae 
meeting with the War Production The War Production Board, in 
Board’s conservation § officials in| Closed meetings with several indus- 
Washington two weeks ago. tries, has asked them to consider 
* * & concentration of production in a 
The War Manpower Commission's | f€W plants in the light of six basic 
drastic order, giving the Civil Serv- f@¢tors: 
ice Commission power to place fed- 1. Possibility of 
eral employes wherever they are “@ work. 
needed in the war effort, is only a 2. Conservation of 
forerunner to a similar move gov- labor. : : 
erning all manpower in civilian in-| .. 3. Conservation of transporta- 
dustries. Although the commission tion facilities, fuel, and manpower. 
now has no authority to order 4. Conservation of power. ; 
civilians to take specific jobs, Com-| . 5. : Conservation of warehousing 
mi ner McNutt made it plain facilities. 
that th move was only “putting 6. Efficiency - general. 
government house in order” be- 
fore .eeking legislation to direct 
Cl\ ans. 


conversion to 


manpower, 


One factor, surprising to many, is 
the problem of securing adequate 
warehousing facilities. Space is 
needed for storing and_ shipping 
munitions and other supplies for 
which cargo space is not yet avail- 
able. More space is needed to store 
supplies to make each section of the 
country self-sufficient in case of 
actual invasion. And feeding, cloth- 
ing and arming the men now in 
training makes heavy demands on 
warehousing facilities and person- 
nel. 


If your plant is flying its Minute 
Man flag on the same _ standard 
vhich carries the flag of the United 
States, you’re violating one of the 
flag conventions. Only Army, Navy, 
Maritime Commission and WPB 
emblems can fly from the same staff 
as Old Glory. 


Retailers in Richmond, Va., who 
supported the OPA’s test advertis- 
ng drive to the tune of 15 full 
pages and enough smaller insertions 
to fill 138 pages of a special news- | 
paper section, have only one gripe. 
That is that the consumer division | 
f OPA chose to stage a housewives’ 
ompliance drive on the order of the 


Those commercial film maker: 
who were alert enough to switch 
their emphasis from advertising to 
“visual education” in the past two 
years, are now doing the biggest 
business in their history. The Of- 
, fice of Education alone is spending 
‘yack, N. Y., experiment at the | ¢) 900,000 for training films for war 
me time that retailers were run-| workers, and the War and Navy De- 
ng advertising copy to sell the | partment budgets are astronomical. 
ublic on the meaning of price con- : 


The so-called conflict between 
Elmer Davis and the armed forces 
over the release of news of military 

« ow Cost and naval engagements has been 
eee over - dramatized Actually Capt. 
Lovett of the Navy and Maj. Gen 
Surles of the Army meet with Davis 
ach noon, bringing with them con- 
fidential intelligence summaries of 
actions up to the time of meeting. 
Material to be included in the day’s 


communiques are decided by the 
trio. 


| 

| Demands for Davis to return to 
the air continue, but nobody has yet 
| proposed a formula for putting the 
ex-commentator on NBC, CBS, 


™ Blue and Mutual that won't give 
& cin produce them at ex- CBS an unfair competitive advan- 


‘Yemely low cost. Printed in tage. Frank Mullen of NBC, Paul 

*ne t. four colors, one or both Kesten of CBS, Mark Woods of 

‘ides on good quality news- Blue, and Fred Weber of Mutual 

Print. Send us a sample copy nes i aga last oe to Peo 
one ° ’ Ss 7 mM, é “4 rs, ) 

and your specifications. We'll iis problem, among other out m 

Seams - : solution was reported. 

romp tly quote a firm price— 

and a low one. 


lf you buy package inserts in 
‘ts .{ half a million or more, 


Opportunities for institutional ad- 
vertising are increasing as the WPB 
concentration program focusses the 
making of more and more durable 
goods in one or two plants in in- 
dustry. To protect those who are 


— PPING NEWS 


“Division CLEVELAND 


CHICAGO POSTERS DRAW CADET RECRUITS 


Panel posters like this one are appearing this month on more than 200 Chicago 
boards as part of the Naval aviation cadet recruiting campaign. 
poster are (left to right) W. R. Felton, 


Bottling Co.; 


and B. L. Robbins, vice-president, 


C. T. Fairbanks, president, Edwards & Deutsch Lithographing Co., 
which donated the full-color posters; Comdr. C. G. Olson, campaign director; 
General Outdoor Advertising Co., 
donated the panels. 


P & G Launches New 
Campaign for Duz 


Procter & Gamble Company will 
launch a fall campaign for Duz 
granulated soap in 400 newspapers 
covering 300 markets, starting 


RAW Y 


Sept. 27 
Insertions ranging from full pages 
HIGH SCHOOL to 1,000 lines have been scheduled 
for six weeks in the territory east 
GRAQUATES of the Mississippi and_ including 


Arkansas, Louisiana and part of 
Missouri. Copy will stress use of 
Duz for wartime washing and fea- 
ture its large size package. Comp- 
ton Advertising is the agency. 


AMA Chicago Chapter 
to Meet Sept. 24 


The Chicago chapter of the 
American Marketing Association 
will hold its first fall dinner meet- 
ing Sept. 24, at the Stevens building. 

Wilson W. Condict, national ad- 
vertising manager of the St. Louis 
Globe-Democrat, will describe the 
newspaper's continuing grocery 
store inventory, which shows actual 
grocery store sales to consumers 
each month of 19 classes of grocery 
products. 


Beneath the 
vice-president, Western Coca-Cola 


which 


engaged entirely in war work, the 
WPB follows the general policy of 


'banning trademarks from the “con- 
plants’ production. Thus | 


centrated”’ 
advertising becomes the only sound 


method of brand adr yeadienaaee 


Now that Donald Nelson has put} 


his new “I am getting tough” policy 
into action, Leon Henderson is pre- 
paring to wield the big stick. The 
compliance suits against packers are 
only the beginning of a series of 
OPA enforcement moves. 


McDonnell to KSFO 


national sales for K 
cisco, 


Peterson to Mathes 


ciate editor of Family Circle, New 
York, has joined J. M. Mathes, Inc., | INESS FARM GENERAL 
New York, as a member of the pub- PAPERS 

licity department 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


Frank R. McDonnell, formerly | 


. . ; . Many manufacturers and their advertis- 
with Columbia Broadcasting System © y 


ing agencies are trying to remember what 


in New York as Eastern sales rep- | the competition did 25 years ago. 
resentative for Station WBBM, Chi- hod 
cago, has been appointed director of | 0®¢,°f these manufacturers had a clipping 


How much simpler it would be if every 


POE y “te book for the war years that showed all edi- 
SFO, San Fran- | torial publicity and competitive advertising. 

e can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 
EAU 


Beulah Peterson, formerly asso- 


BACON'S CLIPPING BU 


PAPERS MAGAZINES 
221 NW. LA SALLE ST., CHICAGO, ILLINOIS 


THE Shortest DISTANCE BETWEEN TWO POINTS 


TYPOGRAPHY 


ENGRAVING 


IS A STRAIGHT LINE 


the lovesick swain the longest way 
‘round may be the shortest way home. 
But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results. 
Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish, 
but all are here, ready to serve you... 
FINISH Speed, economy and satisfaction assured. 


TIME. . He whe Ggatnd Time, gains everything” 


PRINTING 


... FAITHORN is the only 
concern in Chicago offering 
this COMPLETE SERVICE 


—or inversely, lost time is total loss. The road that detours here and detours 
there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING ¢ ENGRAVING ¢ PRINTING * 504 SHERMAN ST., CHICAGO « WAB. 7820 
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Employes Share in 
E’ Presentation 
to Bauer & Black 


'We Won't Let You 
Down,’ Workers Tell 


AT BAUER & BLACK 'E' BROADCAST 


Cdve visi 


the 
ret 
de 
pre 
Ot 


Mars 


== == = pr’ 
. . . 

-wor The rates for this department are as follows: y . u 
Ex orkers in Service “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” a; 4 Pu 
“Representatives Available,” 30 cents a line, minimun charge $1. Ter: s Bi 

Chicago, Sept. 17.—It was a ho cash with order. ; , , ; Cc 

; 5Y I : fe = t All other classifications (single insertion rates): % in., $2.75; 1 to 3 , 
afternoon, with the Midwestern sun $4.75 per inch. ou 
beating down on the canvas. Inside . tre 
the crowded tent, on the rostrum, MISCELLANEOUS POSITIONS WANTED M: 
David Garroway stepped to the MR. IDEAS (in person) availall: ree 
microphone and began: FOR SALE: Tag stock suitable for ie ceate suite mane oh ge I 
ards oR Sie es oO . size | » ye s é er ) 4 ha ons ey : 
“At this time we bring you, ovel kre . 31 As, Raita reel, on Fea Ih, mar rience and nationwide radio and »p sco 

" 2 2 P m eee . x 2 o B, MASIS «< 3 on, «a ss. - - phe pap 

the entire facilities of the Blue Net- Principals at the ceremony marking the "E" award to Bauer & Black, Chicago, M. Publisher discontinuing post card a oy ts. A ee ges | tana eonfaie” 1 J. 
. . . . . : q e offers lo of 212 re: s rea- lea 1 excelien “eTerences, Seek ' 
work, a special wartime program which was aired over the Blue Network, included (left to right) R. A. Whidden, | SENSES, BE Otters aot oe Eee ams rea- fense plant public relations post, t1 Pu 
from the Chicago plant of the Bauer| _ division president; Gen. John M. Willis, Camp Grant, Rockford, Ill; and two | Ot irist, Advertising Depart-|Paper or house organ editorship in 
& Black division of the Kendall B & B employes selected to receive the award, Helen Rokosz and Peter Sosovek. ment. Savings Bank Building, Ithaca, enree promos ate msenee Bt Lal 

: . : : New York. yO) o » 4 ain . s 2 at, 
Company. It is the occasion for the wa 
7° 7 _ . : . —— REPRESENTATIVE AVAILABL! 
Army-Navy “E” award. The cere-| too feel that they have had a share mirror the diversity of America’s : R. 
: ¢ a. . : . : ? HELP WANTED Business Paper representative i 
monies are being held outdoors on| in the preparation of many mate- industrial pool: Helen Rokosz, | = a Gulia Go baal ore Che Reeet Tomeeee Daaters . gal 
: : a a P v diate i : an ea aaa oi a coe Secretary and assistan © business | oitice service including se of N. \ 
the grounds surrounding the great rials that you have turned into fin- | Peter Sosovek, Pearl Niespodziana, |), yer editor; familiar with mechanics | City Bs Aiden shoes on gy eeaeeel Lo\ 
Bauer & Black plant. Stretching ished products here at Bauer & Emry Williams, Ann Furman, |of getting out a paper; proofreading; ist and calls on advertising prospe (s ing 
out in front of our microphones is | Black.” They listened while he read James Heater, Leona Mau, Amos *°™° “ aha ey Soe eee. ee eee. Em Spare, | Come Met 
: ‘ ~ . . " |] CCC, Ore ee eee ae mission basis, 

a huge audience made up of Bauer | @ letter from Under Secretary of Santee, Lettie Everson, Fred Hug, Box 3789, ADVERTISING AGE, Chgo.| Rox 3797. ADVERTISING AGE, N_ ) sco! 


War Robert P. Patterson: “This 
award is your nation’s tribute to the 
spirit of patriotism and production 
effort of your plant and your em- 
ployes.” 

The audience cheered the address 
of Brig. Gen. John M. Willis, com- 
manding general of Camp Grant, 
medical replacement training cen- 
ter, Rockford, Ill. They cheered as 
the flag was given to two B&B 
employes, who opened it, so that 
the “E” was visible to the crowd. 
Then the color guard raised the “E” 
flag. 


& Black employes and their fam- 
ilies and friends—thousands of them 
—and it’s a fine looking, well-man- 
nered crowd.” 


140 Now in Service 


In that crowd were ranking Army 
and Navy officers, a delegation of 
50 war nurses in uniform and com- 
pany executives. But the bulk of 
the crowd was the Bauer & Black 
workers, minus 140 of them who 
were represented only by 140 blue 
stars on the plant’s service flag. 

They watched while H. P. Ken- 
dall, president of Kendall Company, 
came to the microphone and ex- 
plained his view of the war effort 
and the company’s part in it. “I 


Program Shortwaved 


Ray A. Whidden, president of the 
division, told the employes that the 
want you to know,” said Mr. Ken- microphones also were carrying the 
dall, “some 7,000 co-workers in program ‘% the armed forces by 
other divisions of our company shortwave radio. Twelve of the 
rejoice with you today because they rcgnrgaaed employes, selected by 

. - ~ |their fellow workers, then were 
called up to receive “FE” pins as a 
special token’ presentation from 
Comdr. E. J. Stein, senior medical 
officer of the office of naval officer 
procurement, Chicago. 


MARIA KRAMER 
HOTEL 

| 
HOME with every comfort 


| 
| and not a care... 


Makes Pin Presentation 


799 


Commenting on the “E pin, 
Comdr. Stein said: “They say to 


worm LINCOLN 
HOTEL all who see them, ‘This is the mark 


44th to 45th Street at 8th Ave. of a good American—a good Ameri- 
1400 Spacious Rooms with ‘3 can honored by his country for 

Private Bath & Radio tom devotion to duty—a good American 
working hard to speed the day of 
Victory.” He then awarded pins 
to the 12 employes, whose names 


-- A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO PRODUCE DISPLAYS 


John L. Korgan, Gen. Mgr. Cl 6-4500 
Special Rates fo Men in the Armed Forces 


LOADED WITH SELLING POWER 


UITHOGRAPHED DISPLAYS 


cites 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


Ruth Lamb, Al Bohanek. 
Selected by the employes to speak 


ARTIST WANTED 


Small Chicago agency has desirable 


From the soot clad hills of Pittsbur -h Mc! 
-to the wide plains of Kansas—f): 


. private office space for creative artist| the sun baked valley of St. Loui wa 
for them, Mr. Sosovek and Miss. with personal —— a oa the snow clad hills of Minneapo! scol 
£OS7 > > > icr experience = In ayout ane Inished | two men are regularly traveling t vis 
Rokosz stepped to the microphone. work on industrial accounts. Please! territory paying their own expe n of ( 
Said Mr. Sosovek: “We Bauer &  zive essential facts in letter. — and selling space. 
Black workers have always felt | 0% #7%6, ADVERTISING AGE, Chgo. | These men are well established, m: 

‘etty al k aieeailie . POSITIONS WANTED tain well staffed offices in Chicago i v 
pretty good about our work. In our cae onan Cleveland, and want to take on e 
particular kind of work we realize |. ARTIST—ART DIRECTOR good business or trade publicati rou 

: f is , oe Seven years of excellent all round ex-| They know their way around and sices 
how much depends on high stan-) perience with one of the leading | experienced in many fields through 20 we 
dards. We know that the things our ##eneles. Slow’ business ———- me | years of operation in their respective Ma 

: . ‘ to seek new connection. Twenty-nine | territories } 
company supplies to the fighting | years of age, married, two children,| Will be glad to furnish particulars lish 
forces will save many lives and | #-A. __ reanstieeben , either in person or by corresponder low 

: : Box 3798, ADVERTISING AGE, Chgo.| Box 3799, ADVERTISING AGE, C1} . 
that’s enough to keep us on our Cor 
toes. While I am on the air, I ; | pe ai 4 
want to sort of say hello to our ™@ster of ceremonies. Featured active on the editorial staff of the F 
Bauer & Black fellow workers who  SPe@kers were Gov. John W. Bricker | Daily Metal Trade, died here Sept. dav 
have gone into service: ‘Fellows of Ohio and Capt. R. P. Schlabach,| 11 after a two weeks’ illness. He low 

, . . : ; ns 79 . 

we know you'll fight a good fight— USN. m was 164. = Pub 
and you know that the rest of us Hailing the “E” award, the com- Mr. Froggett joined the Penton & choy 
here on the job won't let you  Pany used four-color lithographed| Publishing Company in 1908 and lov 
down.’ ” ; s inserts in Chemical & Metallurgical | three years later was named man- ger 
Engineering, Marine Engineering & | aging editor of Daily Metal Trade Joh 

“Feel Like Soldiers” Shipping Review, Mill Supplies, Review, as it was known then. He Pub 

M Rok f luti h Paper Industry & Paper World, was appointed senior editor of all Her 

£OS7 ¢ or si 3 > . . . R : “ 

Miss Rokosz, after saluting the | petroleum Engineer and Power, as| Penton publications in 1925. Wor 
War nurses in the audience, said: “I well as special copy in the Akron pe 


Beacon Journal. Busbey Advertis- 
ing Agency, Akron, directs the 
account. 


CHARLES D. COE 


Rutherford, N. J., Sept. 16 i Will 


Charles D. Coe, member of the lishe 
advertising staff of Medical Eco- 15 
nomics, died at his home here Sept. ‘sha 
8. He had served the publication scort 
as account representative since 1930. A’s, 
aa A 
A. H. MORRILL wint 
Cincinnati, Sept. 16.—Albert H. pa 
Morrill, 67, president of the Kroger a 
Grocery & Baking Co., died of a 
heart attack Sept. 13 at his home Bre 


near Montgomery, O. Do 


Mr. Morrill was general counsel has 1 
for Kroger before he became pres!- York 
dent of the chain of stores and the a 


company’s affiliate, the Piggly-Wig- 
gly Company. He was also a 
director of the Pittsburgh, Cincin- 
nati, Chicago & St. Louis Railway 
and a former president of the Na- 
tional Chain Store Association 


Denham Retains Bulk 


of Detroit Account 

ADVERTISING AGE incorrectly re- 
ported in its Aug. 31 issue that 
Detroit Tap & Tool Company had 
appointed Monroe F. Dreher, inc. 
New York, to handle its account. 
Mr. Dreher is to handle a_ special 
campaign in general magazine 

The remainder of the adverti='ng, 
including business papers and a ect 
mail, continues to be handled by 
Denham & Co., Detroit. 


Solada to WSBA 

Allen Solada, formerly with (ren- 
eral Outdoor Advertising, Herrls- 
burg, Pa., has joined Station W SBA, 
York, Pa., as commercial man ‘gé?- 


am sure I speak for all the women 
in the Bauer & Black plant when I 
say we recognize the necessity of, 
and feel a deep satisfaction in what ae 
we are doing, for we know that the M 
products we are helping to turn out H 
are indispensable on the battlefield. arry eyer, 
I am sure we all feel today as any S L ] 
soldier or sailor must feel when a t. ouls Adman, 
medal is conferred upon him.” 7 
The company’s award, which the Dies at 77 
employes had so large a part in| St. Louis, Sept. 16—Harry Meyer, 
acknowledging, is a recognition of | Vice-president and media director 
its work in producing surgical | Of Ross-Gould Advertising Agency, 
dressings, sutures and military first |@"4 a leading figure in the adver- 
aid kits. Bauer & Black, working|tising field here for many years, 
in conjunction with Army medical | died at Barnes hospital Sept. 11. 
officers, pioneered development of| Mr. Meyer, who was 77, began his 
the field battle dressing packet now | @dvertising career in Fort Worth, 
carried by all field troops for Tex., coming to St. Louis in 1898. 
emergency first aid, and has worked |The St. Louis Advertising Club, 
with the ordnance department in| 0riginally the St. Louis Men's 
the development of specialized ad-| League, was formed by Mr. Meyer 
hesive tapes for sealing ammuni-|@d the late Maj. R. E. Lee in 1901. 
tion shell containers. This special) Mr. Meyer was named as its first 
tape is a time and money-saving president, later being presented 
device for the government, and, in| With life membership in the club. 
addition, makes for positive identi- He has been associated with Ross- 
fication under all conditions of use.| Gould for the past 20 years. 
DEAR MASTER OF ‘E’ E. A. SCHUEPPERT 
AWARD CEREMONIES Milwaukee, Sept. 16.—Emil A. 
_ . , Schueppert, 64, president of the 
Brooklyn, N. Y., Sept. 16.—With Schueppert Printing Company until 
Walter M. Dear, publisher of the jt suspended operations in 1940, and 
Jersey Journal and president of the secretary of Paulson-Gerlach and 
American Newspaper Publishers Associates, Inc., Milwaukee adver- 
Association, as master of cere- tising agency, died Sept. 11 follow- 
monies, the Army-Navy “E” flag ing a heart attack. 
was presented here yesterday to the 
Mergenthaler Linotype Company. J. F. FROGGETT 
Principal speakers on the pro- Cleveland, Sept. 16.—Joseph F 
gram were John Cashmore, presi-  .., AP gg . , 
dent of the Borough of Brooklyn, eh ot gg _* wp pony — 
and Joseph T. Mackey, president publications and for many years 
of the company. The flag was pre- 
sented by Col. G. B. Welch, ord- 
nance department, Frankfort Ar- 
senal, Philadelphia. 


force by itself (b) supporting force with others 


MUTUAL CARRIES ‘x * (ce) mopping up force 


1 WCOP plays 3 roles 


AWARD TO OHIO CO. 
Wadsworth, O., Sept. 17.—Cere- 

monies of awarding the Army-Navy 

“E” to the Ohio Injector Company 


HATS WHAT IN BOSTC 


in campaigns: (a) primary 


were broadcast on a coast-to-coast 
Mutual Broadcasting System net- 
work here yesterday through Sta- 
tion WJW, Akron. John B. Ken- 
nedy flew from New York to act as 


MONTREAL 
TORONTO 


WINNIPEG 
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Warner Reelected 
NPA President 
at Skytop Meeting 


<ytop, Pa., Sept. 16.—Winding 
up its annual meeting here today, 


the National Publishers Association 
ree ected William B. Warner, presi- 
dent of McCall Corporation, as 
president for the coming year. 
Ot: er officers reelected were: vice- 
presidents, Walter D. Fuller, Curtis 
Pu lishing Company, and Mason 
Britton, McGraw-Hill Publishing 
Company; secretary, F. L. Wurz- 


*, Conde Nast Publications; and 
surer, Arthur S. Moore, Hearst 
Ma‘azines. Six directors were also 
ccted for a three-year term. 
F rst prize for the lowest net golf 
» during two days’ play went to 
J. E. Blackburn, Jr., McGraw-Hill 
Publishing Company, who turned 
in a net score of 139. Ray C. Mc- 
Larty, Curtis Publishing Company, 
was runner-up with 147, while 
R. H. Bachman, Hearst Magazines, 
garnered third low net with a 151. 
Low gross prize for two days’ play- 
ing was captured by Marvin Pierce, 
McCall Corporation, with a gross 
score of 172 and M. A. Williamson, 
McGraw-Hill Publishing Company, 


was top man in the “best selected 
score” Classification with a net 
of 68. 
Britton Tops First Day 

Winners during the first day’s 
round of golf, covering 18 holes, 
were as follows: first low net, 
Mason Britton, McGraw-Hill Pub- 
lishing Company, with 71; second 


low net, William B. Warner, McCall 
Corporation, with 73; third low net, 
T. F. Mueller, Newsweek, with 
For 18 holes during the second 
day’s playing, winner of the first 
low net was J. H. Moore, Robbins 
Publishing Company, whose card 
showed a net score of 70. Second 
low net was turned in by A. E. Win- 
ger with a 72, and third low net by 
John S. Brehm, Crowell - Collier 
hing Company, who shot a 73. 


Publi 


Henry L. Vonderlieth, Financial 
World, and George J. Hecht, Par- 
ents’ Magazine, won the “twosome 
est ii” contest and a drive by 
William L. Daley, American Pub- 
lishers Conference, which landed 
15 feet from the pin, won the 
‘sharpshooters’ contest.” A net 


score of 75 by Fred Gamble, Four 
A’s, was tops in the guest contest. 

A. E. Abramson, The Woman, was 
winner of the horseshoe pitching 
division, and Harlan Logan, Look, 
was the tennis singles champ. 


Brewery to Salzman 


Dover Breweries, Hartford, Conn., | 


has named H. A. Salzman, Inc., New 
York, its agency. 


Pe HOTEL 
rennox 


DOWNTOWN ON YOUR DOORSTEP 


TIME OUT FOR GOLFING AT THE ANINUAL PUBLISHERS' MEET 


In these groups, snapped at last week's session of the National Publishers Association at Skytop, Pa., are 


ys gs aaa y = 
Fg 2 = 


: top row, left to 


right, Paul West, ANA president, R. E. Coulson, and James V. Baily, Farm Journal and Farmer's Wife; a Newsweek trio 
Gibson McCabe, Lee Wilson and Ted Mueller; and Henry Lee and Samuel O. Dunn, Simmons-Boardman Publishing Co., 


Phil Thompson, Audit Bureau of Circulations, president, and Mason Britton, McGraw-Hill Publishing Co. 


In the bottom 


row are A. E. Winger, Crowell-Collier Publishing Co., and W. H. Eaton, American Home: W. S. Robinson, Crowell-Collier 
W. B. Warner and Marvin Pierce, McCall Corp., and David H. Haughton, OST; and Warren C. Platt, National Petroleum 


News, and George Hecht, Parents’ Magazine. 


Coffee Industry 
‘Marks Time’ on 
WPB Steel Order 


New York, Sept. 17.—A_ quick 
check of leading coffee manufac- 
turers and their agencies today 
indicated that the industry as yet 
has evolved no. specific plan for 
hurdling WPB’s recent order for- 
bidding use of steel in caps for 
glass coffee containers. The Na- 
tional Coffee Association has al- 


ready protested the restriction and 

sought a delay until satisfactory 

substitutes can be developed. 
Recently beset by rationing, after 


having made costly changes in 
packaging machinery to convert 
from tin to glass containers, the 
industry’s advertising plans have 
been fluid for many weeks. Adopt- 
ing a “watch-and-wait" attitude, 


advertisers plan no immediate vari- 
ations from current merchandising 
practices. Fiber and plastic are two 
possible substitutes being consid- 
ered to replace steel after Oct. 1. 


| Gets School Account 


Adrian Bauer, Inc., Philadelphia, 
has been named agency for Penn- 
sylvania Aircraft Instrument School, 
Philadelphia. Henry Haas is ac- 
count executive. 


Bowers to ‘American’ 


Bill Bowers has resigned from 
the advertising sales staff of Lib- 
erty, New York, to join American 
Magazine, New York, as a member 


of the Eastern sales staff 


AMUtrCrnice, ti 


SAVE.. 
TIME and EFFORT! 


Quality engravings 
on schedule 


ot 


a< 


Business Paper 
Editors Given 
Annual Awards 


New York, Sept.  15.—Eleven 
business paper editors were honored 


at a meeting of the Industrial 
Advertising Association of New 
York last night when Industrial 
Marketing announced the winners 
in its fifth annual competition for 
editorial achievement for business 
paper editors. Charles M. Neigh- 
bors, manager of the advertising 


division of Babcock & Wilcox Com- 
pany, chairman of the jury of 
awards, made the announcement 
and presented trophies. 

One hundred and 19 editors 
offered 308 entries in the competi- 
tion, from which the following 
winners were selected in five classi- 
fications: 

For the best series of articles: 
First Award, Burnham Finney, edi- 
tor, American Machinist, for a series 
of articles detailing the manufacture 
of armaments. Award of Merit, 
Hartley W. Barclay, editor, Mill & 
Factory, for a series of articles and 
charts on tool conservation. Award 
of Merit, S. F. Heinritz, editor, 
Purchasing, for a series of articles 
on conservation of materials. 


“Best Single Article” 

For the best single article: First 
Award, T. Orchard Lisle, executive 
editor, The Log, for an article on 
“Ship Completions Delayed by Yard 
Conditions.” Award of Merit, Wayne 


W. Parish, editor, American Avia- 
tion, for an article on “Munitions 
Board Rejects Nelson's Plea to 


Grant Aircraft Top Priority Rating.” 
Award of Merit, C. W. 
editor, Modern Packaging, 
article on “Plight of Paper.” 

For the best single issue: First 
Award, Hartley W. Barclay, editor, 
Mill & Factory, for the November, 
1941, issue devoted to “Emergency 
Plant Conservation.” Award of 
Merit, Howard Myers, editor, Archi- 


Browne, 
for 


an 


tectural Forum, for the January, 
1942, “Civilian Defense Reference 
Number.” Award of Merit, Philip 


W. Swain, editor, Power, for the 
September, 1941, issue devoted to 
‘Power for the Battle for Produc- 
tion.” 


For the best illustrative treatment 
of editorial material: First Award, 
Edwin F. Cone, editor, Metals and 


Alloys. Award of Merit, Robert K. 
Tomlin, editor, Construction Meth- 
ods. Award of Merit, Philip W. 


Swain, editor, Power, for the illus- 
trative treatment of the article, 
“Handbook of Feedwater Treat- 
ment,” published December, 1941. 


For the best published research 
initiated by the publication: First 
Award, O. T. Carson, editor, Domes- 


tic Engineering, for a 


series of flow 


charts designed to simplify new 
priority rules affecting the plumb- 
ing and heating industry Award 
of Merit, Hartley W. Barclay, editor, 


Mill & 
work in 


Factory, for the research 
connection with publica- 
“A Guide to Defense Priori- 
ties, Allocations and Prices.” These 
were the only out of 18 In 
this which the judges 
considered of recognition 
and a Award of Merit was 


tion of 


entries 
classification 
worthy 
second 
not made. 

In another 
judges made awards. This 
was the for the great- 
improvement in typography, 
format and general appearance; and 
for refinement and maintenance of 
outstanding appearance Although 
20 entries were made in this divi- 
the judges did not feel any 
were sufficiently outstanding to 
merit an award, 

Messrs. Tomlin and Carson re- 
ceived their awards at a meeting of 
the Chicago Industrial Advertisers 
Association last night, where the 
report of the jury and presentations 
were made by Ralph O. McGraw, 
editor, Industrial Marketing. 

The competition was established 
in 1938 for the purpose of giving 
recognition to the outstanding work 
being done by business paper edi- 
tors in providing the’ industries 
they serve with invaluable informa- 
tion for their guidance and efficient 
operation. In addition to Mr. Neigh- 


classification the 
ho 
division 


est 


Sion, 


bors, the jury of awards for this 
year’s competition included John 
Coakley, manager of publicity, 
Thomas A. Edison, Inc.: Lt. Col. 
Egbert White, vice-president, Bat- 
ten, Barton, Durstine & Osborn, 
officer in charge of “Yank,” the 
Army newspaper; H. H. Fisher, 


president, Rickard & Co.; and Gerry 
Powell, typographic director, Amer- 
ican Type Founders Sales Corpora- 
tion. 


Listerine Tooth Paste 
Copy Features Old Ads 


Following tests in Charlotte, 
N. C., and Spokane, Wash., last 
June, Lambert Pharmacal Company 
has started a drive for Listerine 
tooth paste in Puck—the Comic 
Weekly and the Metropolitan Group 
featuring successful Listerine maga- 
zine ads of previous years. (ADVER- 
TISING AGE, June 22.) 

Captioned, “The makers of 
terine antiseptic present a_pre- 
scription for your teeth!” ads are 
accompanied by a panel asking, 
“Remember this famous Listerine 
ad?” which reproduces one of the 
famous magazine ads of yesteryear. 
Insertions have been scheduled for 
every other week. Lambert & 
Feasley is the agency. 


Lis- 


‘U. S. News’ Opens 
Two New Offices 
The United States News will open 
advertising offices in Philadelphia 
and Boston Oct. 1. Harold R. Peto 
will be manager of the Philadelphia 
office, with Stuart Heminway be- 
coming New England manager. 
Walter V. Bennett is joining the 
magazine's Cleveland office. Joseph 
Kelly, formerly vice-president in 
charge of advertising of Town and 
Country, and O. L. Helfrich, for- 
merly with Liberty, will join the 
New York office of the publication. 


| Trucks Display Posters 


| In every city and principal town 
throughout the United States, the 
Marine Corps and Office of Civilian 
Defense will through the medium of 
posters on Railway Express Agency 
| trucks, place wartime messages be- 
|fore the public. These posters re- 
| place those that are currently on the 
vehicles representing the Treasury 
| Department and the Army. 


Offers Free Course 


Washington Irving high school, 
New York, will offer a free course 
in proofreading and copy-editing 
to be conducted by William I. Or- 
chard, proof and copy editor for 
Batten, Barton, Durstine & Osborn. 
Classes will be held every Monday 
and Wednesday evening from 6 to 8 
p. m. starting Sept. 23. 


Kil 


Jan cs / Cals 


Baldwin of KSO. interviews 


Des Moines arocer, 
Crescent Crucst-of Tlonor 


xf 


j fil 


“We want our broad- 
casting to help our dealers 
build business on many 
items besides our own.” 


With that objective, the 
Crescent Macaroni & Cracker 
Company started a 13-week test 
program in March, 1941. 


The result? Eighty weeks 
later, Crescent Guest-of-Honor 
broadcasts are still running on 
KSO, three times every week. 


Over and over again, KSO 
and KRNT have proved they 
can “carry the ball’ for adver- 
tisers using radio adequately. 
KSO and KRNT are near- 
twins. Both have 5,000 watts, 
full time—basic network affilia- 
tion — strong trade-recognition 
—fine records of sales accom- 
plishment. 


With Iowa farm-income at a 
new high... with war pro- 
duction adding millions to Des 
Moines payrolls . it’s well 
for you to have KSO and/or 
KRNT on the job, increasing 
your sales to lowa’s No. 1 mar- 
ket—Des Moines and its ex- 
tensive trading area. 


KS0 
KRN . a 


Cowles Stations in 
DES MOINES 


BASIC BLUE 
AND MUTUAL 


5000 WATTS 
BASIC | 


Affiliated with the 
Des Moines Register & Tribune 


Represented by The Katz Agency. 
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Newspapers Move 
fo Build Up Pile 
of Scrap Metal 


(Continued from Page 1) 


demands direct, daily appeal; news 
with dramatic embellishment; ac- 
tion, timing, pictures; the know- 


how of prize contests and other 
promotions,” the committee pointed 
out. 


Based on Omaha Plan 


The nationwide pattern for the 
campaign is based largely on the 
experience of the Omaha World- 
Herald, which recently took the 
initiative in organizing scrap collec- 
tion in Omaha and in enlisting the 
support of newspapers and radio 
stations in every other Nebraska 
community. In three weeks a total 
of 136,171,012 pounds was piled up 

103 pounds per capita. The top- 
ranking county in the state gathered 
in 600 pounds per capita. 

By enlisting the participation of 
housewives, farmers, retailers, man- 
ufacturers, labor unions, civic and 
fraternal organizations, Boy Scouts 


and Girl Scouts, the Nebraska cam- 
paign became fired with an emo- 
tional stimulus which was aptly 
described by one observer as “a 
combination of a horse race and a 
Billy Sunday revival.” The scrap 
piled up—abandoned machines on 
farms; toys in attics; forgotten 
bridge wrecks; unused steel parti- 
tions in building basements; and a 
hundred other types of usable scrap 

all drawn from passivity to ac- 
tive participation in the fight for 
freedom. 

Not a home or factory or public 
building remained unvisited in Ne- 
braska. And after each unit had 
been scanned for scrap it was re- 
examined. Almost invariably the 
second sweep produced still more 
fodder for the blast furnaces. 

Pays Dividends 

An interesting sidelight to the 
Nebraska drive was the experience 
of two railroad lines in ferreting out 
scrap after shops and yards had 
presumably been previously ex- 
amined for disposable iron and steel. 
The Union Pacific re-survey pro- 
duced 25,000 tons in one week; and 
the Burlington found 20 carloads in 
its car shops alone. 

The united newspaper drive will 
coordinate its activities with WPB 
|/salvage units, and in the numerous 
| localities where the scrap advertis- 


ing copy being placed by McCann- 
Erickson has not yet broken, an 
effort will be made to tie in the 
ads with the new project. 

One of the points being given spe- 
cial attention is the misconception 
many laymen have about scrap 
piled up in auto junk yards and at 
other central locations. The mere 
existence of piles is no indication 
that scrap is not being moved to its 
ultimate destination, although often 
the public expresses disappointment 
when it sees such collections. 

Heading the special committee in 
charge of the campaign is R. W. 
Slocum, Philadelphia Bulletin. Other 
members are E. F. Abels, Outlook, 
Lawrence, Kan., president of the 
National Editorial Association; 
George C. Biggers, Atlanta Journal; 
W. G. Chandler, Scripps-Howard 
Newspapers; William Dwight, Hol- 
yoke Transcript; J. F. Fitzpatrick, 
Salt Lake City Tribune and Tele- 
gram; W. S. Gilmore, president of 
the American Society of Newspaper 
Editors, Detroit News; J. D. Gorta- 
towsky, Hearst Newspapers; J. M. 
Harding, Omaha World-Herald; 
Charles P. Manship, Baton Rouge 
Advocate and State-Times; Roy D. 
Moore, Canton Repository; John W. 
Potter, Rock Island Argus; Charles 
A. Stauffer, Phoenix Republic and 
Gazette; Donald J. Sterling, Port- 
land Journal; Frank E. Tripp, Gan- 


|\of last year’s meetings. 


nett Newspapers; and Clark F. 
Waite, Southern California Asso- 
ciated Newspapers. 


‘Enquirer’ Runs Pages 
to Build Good Will 


The Cincinnati Enquirer has 
rounded out a full year of promo- | 
tional advertisements designed to 
further retail cooperation. Two 
different types have been used; in 
the series full-page ads. One deals 
with the promotion of specific mer- 
chandise and is designed to tie in 
with special events and seasonal 
promotions of retailers; the other is 
of an institutional nature, asking 
consumers for cooperation on deliv- 
eries, etc. 

Subjects for the series of adver- 
tisements were discussed with re- 
tail executives and with the Retail 
Merchants Association of Cincin- 
nati. Stockton-West-Burkhart, Cin- 
cinnati, is the Enquirer’s agency. 


Cincinnati Ad Club 

to Hold First Meeting | 
The Advertisers’ Club of Cincin- | 

nati will open its 38th consecutive | 

year with its Sept. 16 meeting. It 

will be an all-WLW show at the | 

speakers’ table, with four members 

of the station scheduled to speak. 

._ The club will introduce 26 new 

members signed up since the close | 


Start Research on 
Butter, Council 
Warns Industry 


Chicago, Sept. 17.—A blunt war. - 
ing to dairy interests to get b 
and produce some significant f: 
about butterfat through resea 
was given to the dairy industry 1 
week by the National Dairy Co 
cil. 

Reviewing a recent report by ° je 
American Medical Association 
garding the relative’ nutritio: 4] 
merits of butter and oleomargar): e, 
the AMA’s council on food d 
nutrition declared: “At pres. nt 
there is no scientific evidence to 
show that the use of fortified ol: - 
margarine in the average adult « et 
would lead to nutritional diffic .)- 
ties.” 

In typically cautious AMA fashion, 
however, the report hedged ab ut 
the use of margarine for childre \’s 
diets, concluding with the statem nt 
that “Since the nutritional fact irs 


|have not all been identified, id 


since butter contains numerous . d- 
ditional fatty acids of unknown 


| nutritional significance, the consu n- 


ing public has a right to deméind 
that the practice of identify ng 
oleomargarine and butter so that 


,;anyone can, differentiate between 
_ them should be continued.” 


LOOK IT UP 
the MARKET DATA BOOK! 
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CONSUMER MARKETS EDITION 
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BUSINESS PUBLICATIONS EDITION 


Butter’s Position Challenged 


This statement, however, appears 
to have worried the National Dairy 
Council a good deal. “In its most 
favorable light,” the Council says, 
“it would be fair to say that butter 
was given the benefit of the doub 
—temporarily.” 

Warning that butter has pre- 
viously been considered in a class 
by itself as a source of Vitamin A 
and food fats, as well as flavor and 
texture, the Council asserts that 
“more and more frequently, how- 
ever, this position is challenged.” 

The group recalls that last year 


a 


the Federated Women’s Clubs of | 


America considered the passing of a 
resolution asking Congress to re- 
move the tax from oleomargarine. 
The butter industry, says the Coun- 
cil, was severely handicapped in 
answering the argument because of 
lack of scientific fact on the com- 
parative nutritional value of butter 
and oleomargarine. 

Another dire omen seen by the 
Council is the fact that “leading 
women’s magazines now definitely 
suggest substitutes, in listing ingre- 
dients for dishes once thought to 
require butter.” 

The National Dairy Council pre- 
viously had urged that nutrition 
research on butterfat be conducted. 
Milton Hult, president, said in dis- 
cussing the problem that certain 
butterfat studies were now in 
progress, chiefly conducted by asso- 
ciations, but that the Council 
“recommends that the dairy indus- 
try concern itself immediately with 
the pressing problem of providing 
research funds for revealing the full 
nutritional values of butterfat.” 

Last year the move of the federal 
government in permitting and urg- 
ing the fortification of oleomargar- 
ine with vitamins to simulate the 
nutritional value of butter ew 
heavy fire from the indust: nd 
dairy product states. 


Fall Ad Campaign 

for Trommer’s Launched 
John F. Trommer, Inc., New York: 

has launched its fall camp: in 

36 cities of four Eastern ites 

Advertisements of 360 and 2! nes 


are scheduled weekly in new pers 
with copy for Trommer’s m beer 
continuing to stress Tro ver S 
“2-way lightness” theme res€ 
ads will be concentrated in NeW 


York, New Jersey and Conneticut 
Copy for Trommer’s premiun beet, 


White Label, are schedu for 
Massachusetts, New York ani Ne¥ 
Jersey P 

In addition to newspape! rec: 
mail and business papers rom 
mer is sponsoring the 4 er’ 
Mitchell program, “The swer 


Man,” aired over WOR ev« Tues- 
day and Thursday from 7 to 
p.m. Federal Advertising \s¢ 
New York, directs the acco! 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


ARMOUR TIES IN WITH DRIVE FULL-COLOR COPY AN EASY JOB FOR AN AGENCYMAN 


TNO LE Sn Nees Tin 


Amalie mew OOseovERY * 


REVOLUTIONIZES HOME DECORATION! 


ao ¢ 


ie ._ & 


<_ Se eS 


— , ‘ “an ‘ cae Promotion of Kem-Tone is being stepped 
Armour & Co. is aiding the tin can salvage drive by providing retailers in dis- up in on enlarged list of magazines, plus ; ae 
tricts where the campaign is now under way, with materials for complete window pee ti tn dell Siar The sole male in this pulchritudinous display is A. W. Lewin, Newark agency 
; : : perative copy in dailies. (Story on : - ; ' we 
displays. Armour's Treet figures in the cards showing how to prepare the cans Poce 47) president. One of his accounts, Harvel Co., directed Mr. Lewin to distribute 4a 
for salvage. 9 : batch of “Miss Victory" watches—which he is doing with evident satisfaction— 
to the finalists in the 1942 Miss America pageant at Atlantic City. 


KEYS APPAREL DRIVE 
CONTINENTAL TAKES THE COVER 


ATTEND MBS RADIO PARLEY 


Ef a ee 


for Every ¢ ‘ie 
in the Year 


HOSTESS CUP CAKES 
for Lunch Boxes 
for Quick Desserts 
PACKAGE OF 2 for Se 
Georonteed 


— 
nas es er 
A R Sectenwatteas 


ind 

hat 

w- 

ear § Among MBS and member station executives who attended the recent station 
of Continental Baking Co., New York, broke a precedent to adopt this front-and- This poster, paying tribute to workers program directors’ meeting in Cleveland were (left to right) Ted Campeau, 
fa De) back cover idea for the anniversary number of the Yankee Food Merchant, which on the production front, will be made manager, CKLW; Frank Schreiber, manager, WGN; H. K. Carpenter, manager, 
re : presents a comprehensive picture of changes occurring in the food industry available to men's wear retailers through- WHK-WCLE; Dolph Opfinger, MBS program director; and Fred Weber, MBS 

; during the past two years. out the country by The American Weekly. general manager. 


POSTERS BY FAMOUS U. S. ARTISTS TAKE PROMINENT PLACE IN WARTIME PROMOTION 


HE SERVES, T00 


“ae the top group of poster paintings, done for Abbott Laboratories on special commission, are five of the six which will appear as monthly inserts in the Journal of the American Medical Association, and 
~ Rave been accepted by the government for official wartime use. The lower group, scheduled among others for the front covers of Abbott's publication, “What's New," also is being or will be employed as 
government posters. (Story on Page 36). 
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Bossin BOY in a Pittsburgh cotton mill at 13, 
working from daylight till after dark for $122 
a week. 


Telegraph messenger at 14—"‘lifted into 
Heaven,” he said, at being able to bring home 
$1152 a month to his mother. 
. on What chance had such a boy to get an education? 


He told, years later, what it meant to him, a 
shabby, ambitious youngster, when Col. James 
Anderson opened his private library to working 
boys, lending them a book a week to read in 
their spare time. 

"To him,” Andrew Carnegie wrote, “Il owe 
a taste for literature which I would not exchange 
for all the millions that were ever amassed by man.” 

’ ’ ’ 
a this taste for literature, this priceless demo- 
cratic habit of reading, is cultivated and developed 
in more than 7,300,000 homes in this broad land by 
the greatest “circulating library” in the world. 

Into these homes there goes, every week, the equiva- 
lent of a full-sized book, in the pages of The American 
Weekly—the magazine distributed from coast to coast 
through 20 great Sunday newspapers. 


‘ 


These “books” have a unique character. They have 
achieved what every publisher dreams of: a nearly 
universal appeal in a magazine that knows no barriers 
of age, sex, class or taste. 


The American Weekly gives genuine recognition to 
the hunger for romance, adventure, sensation and ex- 
citement in the lives of millions. Its stirring stories 
from real life—its pages rich with tales of love, crime, 
intrigue and emotional adventure bring color and 
glamor to multitudes of busily occupied and hard- 
working people. 

Its articles on the thrilling advances in science, the 
little-known or newly discovered facts of history, biog- 
raphy, medicine, art and religion, are presented with 
a simplicity and vividness that make them easily under- 
stood by all; yet so complete is their authenticity that 


THE 


Greatest 
Circulation 


in the World 


copies are used every day by instructors in schools and 
scientific institutions all over the country. 

Who can calculate the influence of such a library of 
the people? Who can predict how many Andrew 
Carnegies are in the making in its 7,300,000 homes! 

The national advertiser who associates his product 
with such a tremendous “circulating library” is tying 
it up with the greatest force known in advertising. He is 
making his advertising message, like the rest of The 
American Weekly, the reading habit of more than 


THE BIGGEST BUY IN ADVERTISING 
A cycle of 13 BIG COLOR PAGES in The American Weekly ot 
$18,000 each, or ao total of $234,000 (less 4% discount), to run 
every fourth week throughout a yeor, represents the greotest 
consumer and dealer force in the entire field of advertising 


“The Nation’s Reading Habit” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bunce. Curcaco 
Gevensat Motors Binc., Derrorr 10) Manrerrs Sr. Artayte 


5 Wisreror Sousne, Bostos 


Ancape Bunc.. St. Lours 
Eorsos Bape.. Los Avceres 


Hansa Bupc., Crevetaso 
Heanst Binc.. Sas Faasctsco 


Not his great wealth—bur the string of more than 1600 public libraries whi 
he built across the country give Andrew Carnegie his most enduring fame 


ADING meant more to him 
than all his millions 


dec 
tril 
of 

Jim 


a Bi ee EE es ala ne a ts ae ote ae all cd 2 ae Se al DT 5 ae! ce 
me = Rear de “8 ae, ae oe ett : : ES ~~ e has : : Ma F se ee SS ge oe vt , a RR : Sete ae is 4 “s | 
eh ee “if — Ni e- ao ‘ ¥ F es Moe ’ te f Bas en “ : ; as ee . 
oe . ear 
4 | | ee ee ee ie ae OS OS ke eee Ag eo 
ee es ; ls eee ee ee ihe cs win PS ie gama : é . 
7 a al “4 a % - z 5 # os ee ¥ ee ae Si aie oe i ee areca ete en ihc oe 4 | : 4 , 
aa» ‘ 4 s p i f ee ‘ 4 : rs Z i re on once | -< 
3 — a 4 
— : : RE he 
a cP g + Mi sy S gi 8 Beg ey es —— z & aa Po vs 
= 7 : ! ; i wi a ae eer Sebi gy one an : GRETA a OG _— WE sisein seneaits ise bytes sn al eal s p+ il a j F oS 4 
i wr =i te : % . 3 Se £3 bE i : Wego Sites eno eg NNER i Maan tact psa wi Aenean, ss é ne ni pants OEE POT CO OT me ii ia iad Bee < “f 1 
ta 4 bisa OS jg ) ee — - fe te eas EMO: ibis SNM Nee a aleerergcgammee rem ii aaa, ROE oe Nes or OL e | 
a 1 = mee a a s BE pe i il a stuascu a igs Moe 9° Sg llamar apea amen ; ee coe - 3 V 
4 | a we — Te eS : aN he : ES ee : : : ae Page ge ee - 4 ¥ ‘ , Z | ~wccecaeenmtencmemmmmee. ly . ee Pas sg 
5 ‘i a _ Ri segs 9 oece 2 ie es ce gn le ee : ; j ee es eo <6 ba ME iy : ee ci ; : ae ge cs 3 
g ee ie ‘ena ais . aan eA ee ee . i < 7. ie itgeee: +2. x — it s 
q cytes es RU Ss aes iy E ge B E t ae a = 4 oR taal m wnt oP preg lets ae sag “ee es me é 2 ae hi 4 q x . a é 
| mee : a : ei! Ae A ot A ie - t as | iii a: ee i. / ‘g 
c 1 t | i ama mscsesnn ee I cee spits } ‘: ‘4 ; / § iy t i  & I : oh oo ah : 7 i ty ee : eet aa | 2a 3 4% — oe — core co a i¢ ( a : 
eam fe i, : 3 cng wee xf 3 j 4 ea + oe A EBay —_— ee A *. eS a * d Psd s ote t ee i oe tii : te ee —s o~ . : - . a 
eet a eBags — si ieee ee i 43 } it A 4 ae hig me. 32 ee iti i i ce incense et ee 4 . i Cu A 
os ane & 3 aad s ater ti 74 2% 3 re: 3 : ; Bis : i Bee, / ; t : eS ’ ME Be es: es e . ae Hie 
pacer . 1 i é wes ms hic 3 % 5 ee" : i iy — <6 —_— ae ee | ae 1% ; ‘ d ba nee a . . | we iu . 
ey ; 5 { is an od ee sii +i i 4 i a4 toes <é te ae 2 pa i vA, 24 La . _ me at . 
lee ; f: CS —_— "oo y We SERE ee ee ee lz inn Gee wae Fe ae : i 2 2. ta a OW iid 
os ee. GR 2 “Si ee oe me ae i EE pe OO ee “at ue 
ee : 4 ae o ‘ Ea mwah" ne 8 = - ie i & if ie f Sm j nee 6. ce es - ,, ir. } F A . ee ae se eet i i oe ee He ee ee = e ee i en a i , ‘i | ' 
en a > Ao. | at +f 2 ain -. | ae fy! * ‘_a-060U0UmUm™tC~«~SRC . fe" 7” a a} iE m 
ft 1 eneene seemed = 4 ; i} a <e p + id fe Ree a # Bh i . | iE 4 eee | ae aca. i Mt es, ge: ¥ i BEY) 4 ie cae pl 
: ‘ieee? OU! a ES. \ A a tee way |. 2 ay meg 
a j j 4 rai ete eT eee gee ia ee gata oe y ; Ae 4 * ao ee ‘a  . ae un ith iy PUTT ao! eee ee 
7 4 yee : Q er th i | ieee ¢ E 4 Beth aie ie & i eee 4 eae 2 oe ae Ba sy eae Bae bette i) lees ee ee Pie Re | is & ay 
4 . tae a a ' u = 4 nat a ; | \ tf “a i Ng ede : 4a: ae i 4488 {eee a bi oes mee ROBES REe Big i 4 ce i Oe ee ee ou 
: , ‘ ‘ abies ‘ cues on esecommmpeapabees eee | z Pa es ee f : ba +4 ae Oe i 3 4 a be 4 ge : : {ee ee ee: i Gap, Ritomncosveampaness ati etncan one a L 4 : * 
ee. yy RAR PS 3 i Sal ae ge , 8 ath tk ee. re 7 im 7... oie: ieee 4 Gh ' ES eee eS es ; ee yh OB 4 Oe here B ie 4 ee. 
| ‘ “ ; ee | 2a2e ee a) os a she |, i ct ee ; ae eae ay 4: 1; ER aie eee ee acs eS ee 
Re : 4 it #7 | Ag sae ¥ 2 : ; ie ee cs bes , ee Re. Ge: PS, i : ee ae i qi t 3 ML ad ey oye 3 | pe Le - o| { - i . 
Be, - | Sea ee Se 722, £4 : tee Bae 4 o % ae: i ec. gi. ah. ahs ft ae eee 4 eae ee is ee a Ce Rep e F gM ibis Sis ee a “ : 
ae es EEE — ae 1445 ae, ee My ee wee gk LC ‘1 ae i i ee saniremmerneaiiiidiaaie i ow ll . Jf a 
| ii ™ ; : aeltt ll eit of iran. ae Sa * ge mae. 6h ul 14a G Sieeee +t eee ie) ee -_ 
oe | Ac An REST ig Ee _E ae a i Mite pit ue ip) | Lee if ta 
res pet aTS ee 7 PEELE a ee 4 ik eee, : ae wee re 3 ie > 8 Lae (34%. Fee aa WA AS i GP Ss ee : 
“ ‘ 4 A TL o* — ” ; a PAL . ae ON .. 2 i ee ( ; RSs 2h ee ae oe eat, ut 4 Be oe ee il ; lit 
a Te hla ee ee ae in A pap %, E # Obit fee ith ha 1 3g aman reer tC B a4 wk 
2 i om we } 1 See eemeem |. | Mea Al ee us gr 
a a it a E z # te if 4 F ; oe ; ei tee : é ee - a * Ld r “ ci ae e oe i ; ie } ‘ e e rs ; 8 Ly é ea i Pitt ty ie 4 oe 8 ; pe eo) 3 a A a 
| . ‘ ; : : ae :, ; i i ” im, es, Wan Oe ae: Le ae me ‘ s ES tae at neem: Mg A, 4 : 2% - 3 z ge Be i Ue ADE ee ee ee 4 sie : jet Bao 
= ! 7 || i , tie 6 oe UL ee a i} oe itt tC“ fe me 
Ss i : ms hnnrenm—eoraomeinertmt neice Og ite : Fmoet ge er a 3 ee ee Pe gee at ae ? ‘ ; ae eee a | 
- | Wes : ‘ “° i. i Ear ss ns Lj 3 Petts ; ae a tbe ie 
’ ie teas , ; 3 ta ; | it on wit io eas i - 4 * shai 4 7 . 4 ig aa oe si Bhi 
TN, 4 iy i aon | wa 11 P 1 i] : a ; ‘3 iy Fe LOO LT LN eh OOO AIG a il $ i: fe * Bl 
a ie 7 AES a SELB ae i ao = ee. Py tie . re ccmeuamne a ae ® f Bi "eS ~ | oe 
4 esi} i: :% | | P ae Be Re Sees r " , | | ‘ - 
‘ Bei it baat wm fg ae Ee | Bee ee " ? ‘i re i : : ga% Ese op er ; |. a 4 
| 7? : ore so ooo ' ; z f $ ! ¢ F 5 % iy ¥ Be ef e $s = 7 is * af 3 om = ' ; 3 : : ie ; & | as ie Ej aw tigi a WO 
2 4 See % ee Be : Be ‘ SB Oe sa % fies 3 4 a * i se ee : in ie a 4 ; ii : - , | —— = we 
' Ag ee 7G ail Re ae 2 ae 3 3 3 ‘ : at 2 ‘ - gee: a ae i we ss g SE Re ee mene i pe be i 4 A rae : i ae , : 2 he! sae i po ; ; & “= “ ; 
| nal ) | { | j ee 5 eh i aes so arene wore, GMMR y | iy 4 i i ee a ee, + thi 
| . | e e ‘ a ms, i ei ga 4 ci — . | ' 4 s? 7 a f 
| LF | , | WE ui CELE?) ie ae eee DW iii hiss nig ae. aii’ Taney <= | foam . UE et Ge to 
ss 7 : ] | . b wc : j A ce a Me ae = sah ‘ 28 a E aut } : ie i ees: , i 2: “aed : 
wee *’ ’ me - Le Pe 4 be @ ee ead - ¢ ; SS (Fei : aaa 
2 oi Be ee a Peet |. SO {  . — i : / - ae | a 3 Bia : * & ul pu = 
ee ee. ae 4 : ae ee fo : a enna itelhepie in Fay Mee ae , ee j pit. : Me - ie a, et | 
Sf ae - * mi ei * ij eet eo} EE - nd % i cols SOR ie are = F | ae ie ee : es, - coal by . = . 
ae. yee oes ee (eee b> =. a ae Em oo uae —— ota a" C “ 7 <agetealiony |N cs 
fa >, —= 7 a | fe . — a ae ae oe : be a es Sy - i rh ay Se : f . bri 
een th ere aici ia eer” Bo! wae? 4 > ie oc, — ‘de ae P 4 . eae so ‘es oe , : iat 
4 a P 7 si ~~ a ie oe 3 teh poe. oe — a an — , Pa i “i % & 4 é “‘S sited ise = : a 9 =" i ' a Is 1 
ay : Re ; ate Fue $a — — g = = tot 2 fs i bs ee A a 3 Py 7 aa - ; 4 j = ie S ie q = , Ee ; OX | | | is 
ee is a a merge as fF 9 et | the 2. 4 4 1 § | % ey . : a —— . , the 
vy | ar RS —) @8-2" —ew . i {a £ mes Sis of” eee 
“ ap "ee ei ‘ as I$ # . si age ee, OES si € e - : a oe r ie rae ae eanigieca ho iE aga Ae Pia J . gs 3 anne _ j ie se . 7 
: 4 %, os 5 "i ee a Ft) . ie - % i a 1 OS Py -] _ a a ae — apt ee i RAE ARAM a silted AE 
an 3 L a es P Ee laid om 2 : 2 reer peecoe <ovi t Pee: eae Pay 4k ay ae : 
Se ee) . , Mea. o ie ce ae ee Pos gi AF Bid eS Rh ' — 1 i 
ee. i : 3 % ” igs P Ore ligt ‘ af . i ——— es ea et ge (tet ie OM te Repco dt ial ai : \ j 
cei. <a oe Bs i 4 , —- ree Ee ae 7 5 _. eee vee, Bl ar ee te ‘a ko eae me si ee pen 
a 
a a PT 
2 | - exe 
, reci 
i F | 
; | corm 
ors Sa ? 
oa | | met 
: | \ | rece 
gee } \ \ 
= RN NNN rc 
x‘, = BY \\t w\ MS . 

; ili \ Wi sy \ ; 
Tile Hy ASN \\ | | 
pes ’ 2 ‘\: \ \ i" : 

' | | as ; 
ey ‘ a 
el IMA SFI pric 
ae Nt A 2 
eee ey } ; 
ea ie: 4y 
Se ! 
ee 
oe can Da i] ; 
Ca ae | 
: ake ie 
re: a 
: . erat 
oy ; be 
| pli 
I 
ict q 
oe ; 
e : I 
re log 
nt 
Na 
2 
3 , 7,300,000 American families. B 
= a i 0 ; os 2 
Be ap 
} | | 
--% a | a 
ae ’ . 
ita _ 
; po , : 
SS ae aR“ a | oS ACRE RR Ho 
or i A 
i ee 
| Se 
om 2 
= a Beas : . , 
fe Fr " : , : : ite a : x wae ie) - 
* PS ae Sl gs Sey a | ‘eke Sl ole oe + ee ee ey | es Lot ard. xs hg aN =e! =) Ne oe Re mas ty dintida ¢ Shere Se 
é ts és a ae “an nage ie , O35: st as ¥ ATS ie : nears ae ee BPR te. ps 6" 4 2. , i a 1 * ert 5 88> PERE, Stee 
“| Sek lee OR EE SORTER: "Riga eR Raita i BER er A ti Ae “4 oe 
25 rea > le % 5 = ies: a f a 
Be? dee ae 7 


